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UT 10 Centsia Copy, $2 a Year 


Rough Proofs 
New Market in 


labels or bridge pads, warns| 


Newspaper Tests 


Paper consumption must be re- 
duced, whether for publications, 
bee 
Norbert McKenna, of OPM. Well 
just for a starter how about cutting 
out a few tons of OPM news re- 
leases? 


, vv FY 


Another good way to save paper 


would be to persuade Congressmen | 
not to mail out those long speeches | 
which they never delivered, but) 


which were inserted in the Con- 
gressional Record “by unanimous 
consent.” 


7, 3 


The president of Willys - Over- 
land wants to restrict production to 
light weight cars. By a strange 
coincidence, this is exactly the kind 
Willys-Overland makes. 


. © 


There will always be an England, | The 


and Toro Mfg. Corporation insists 
there’ll always be a golf game. 
That is, provided there are always 
advertising men to play it. 


vgs 
“Consumers show big preference 


for soup in envelopes,” reports Ap- 
VERTISING AcE. Of course there are | 


a few who still cling to old-fash-| potter 


ioned plates and tureens. 


vg¥sey 


With the battle of the century 


coming up between the radio chains | 


and the FCC, what alert advertiser 
will be the first to sponsor a blow- 
by-blow broadcast? 


. @ 9% 


Some food chains bill the adver- 
tiser at the national rate and place 
the copy at local, it is hinted. Their 
version of the differential is that 
one good turn deserves another. 


7, = @ 


Congressman Vinson thinks 
vertising should be barred in figur- 
ing profits on defense contracts. But 
even more sensational from the 
Washington standpoint is that he 
also wants to bar entertainment. 
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Since vitamins are now found to 
be the best restorer for gray locks, 
you may expect 
manufacturers to emerge shortly in 
the beverage field. 
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Copper for zippers is out, Wash- 
ngton says, just when the last man 
‘vying to get buttons for his pants 
fad given up all hope of relief. 
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Luckies, radio 


. to its cost. 
filling stations, 


Just like in the 
the air is free. 


. - ¥ 


the hair tonic) 


| 
| really 
|double-acting Lava 


| 


| 
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| snow-white 


Lava Soap Hits af 


"4 Out of 5 Never Have 
Really Clean Hands," 
Copy Says 


New York, Oct. 22.—Aiming its 
promotional guns at peak consumer 
income in industrial areas, Procter 
& Gamble Company inaugurated a 
test campaign for Lava Soap this 
week, marked by copy perhaps as 
aggressive as any this hectic field 
has ever witnessed. 

Opening shot in the drive that is 
expected eventually to blanket the 
nation was confined to New York 


| State, with full-page newspaper in- 


sertions in Rochester, Utica, Syra- 
cuse, Albany, Troy, Schenectady, 
|Elmira, Binghamton and _ Buffalo. 
copy is the first placed by Biow 
| Company since the recent appoint- 
iment of that agency to handle the 
account. 

Keynote of the first ad is the as- 
sertion that “4 out of 5 never have 
clean hands until special, 
soap’s 
routs out deep, ground-in grime!” 
|The slogan to be used throughout 
the campaign is, “Nothing cleans | 

than Lava—the 
with the world’s 
lather.” 


bar creamiest, 


Offered for Family Use 


Despite the fact that the major 
appeal in the copy directed to 
men—in accordance with the repu- 
tation won by the soap in past years 

-the product is also offered for all- 
around family use ‘gentle 


IS 


enough even for baby’s tiny hands | 


and feet ... gentle enough so it’s 
even good for Mother to use on her 
face frequently——-for a beauty wash- 


up!” 


| follow 
lines. 


ad-| 


Future insertions in the series will 
along the same dynamic 
The second ad, for example, 
will portray a girl who minces no 
words in criticizing men for their 
unclean hands. Full-page layouts 


will continue in the markets men- | 


tioned on a weekly basis. 

Radio announcements will supple- 
ment the newspaper ads in these 
areas as well as in other test cities. 

Launching of the test newspaper 


| campaign this week marks another 


ers are told, doesn’t add any-| 


» Rowe Mfg. Company reports 


t got over $1,000,000 in defense 
Ont acts from a $35 direct mail in- 
est ent. And there wasn’t even 
115 per cent agency commission. 
’ v v 

The New York and New England 
App e Institute is going to have a 
Gok 


n Apple Advertising Award. 


t 


‘tought to be easy to find another 
Hek 


of Troy. 


Copy Cus. 


step forward in P & G’s long-stand- 
ing effort to “trade up” the soap 
which was advertised for years 
prior to its acquisition by P & G 
as exclusively a hand soap. Its pri- 
mary appeal was to farmers and 
factory hands, and media used to 
reach these classes included the 
farm press; publications reaching 
mechanics and shop workers, such 
as railroad employe magazines; and 
outdoor advertising in neighbor- 
hoods populated by factory and 
shop workers. 

In May of 1934 ApveRTISING AGE 
chronicled a newspaper test cam- 

(Continued on Page 33) 
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good gray | 


TESTS NEW APPEAL 


GL. 5 OW THIS! WELL PROUE 77 GUUK/ 


4 OUT OF FIVE NEVER HAVE | 
REALLY GLEAN HANDS UNTIL: 


Special, Double Acting LAVA SOAP’S lather 
routs out deep, ground-in grime! 


Introductory full-page advertisement for 
Lava soap which ran in upstate New 
York newspapers last week as Procter & 
Gamble tried a new tack in its effort to 
make the product an all-purpose soap. 


Margarine Group 
to Place Page in 


lather | 


One Magazine 


But No Campaign Has 


Statement 


Chicago, Oct. 22.—A 
advertisement to explain certain 
standards for oleomargarine, pro- 
mulgated by the Food and Drug 
Administration, will appear soon 
“in a national magazine” as a result 
of action taken by the board of di- 
rectors of the National Margarine 
Institute, it was officially announced 
| here today by A. K. Fisher, presi- 
| dent of the institute and vice-presi- 
dent of the John F. Jelke Company. 
| This advertisement, which, it is 
| unofficially reported, will appear in 
| The Saturday Evening Post, will be 
prepared by the Leo Burnett Com- 
pany, Chicago. This agency also is 
preparing an _ illustrated booklet, 
| which will be mentioned in the ad- 
vertising copy, 

(Continued on Page 30) 


| Spurred to action 


/ ance 
| regulations, 


| industry at public hearings to start | 


quiry. 


| Jared Y. Sanders, Jr., 


Been Authorized, Says, 


|}and numerous other c 


full-page | 


- Boost ‘Journal’, 


Rates; Others 


‘Post’ 
May Follow 


Probe of Entire 


ee Voted 


House Committee to 
Hold Open Hearings in 
Mid-Winter 


Washington, D. C., Oct. 22.— 
by the Federal 
Communications Commission's issu- 
of its amended 
the House interstate 
commerce committee has decided to 


probe the entire communications 


in mid-winter 

The broadcasting business, and 
its regulation by FCC, are slated 
to play a featured role in the in- 
The whole question of radio 


law and administration will be 


studied with a view toward recom- | 


mending corrective legislation. The 
committee has before it a bill intro- 
duced several months ago by Rep. 
calling for @ reorganization of FCC 
‘anges. Hear- 
ings, however, will not be limited 
to this proposal. 
The committee 
mously in 


unani- 
executive session to 
undertake the inquiry. The date 
for hearings was not set definitely 
but will fall between Jan. 15 
Feb. 1. The committee is 
engaged in studying 
changes in Securities and Exchange 
Commission law, and in view of the 
fact that the House expects to take 
either a formal or informal vaca- 


voted 


and 
now 


tion during December, the radio 
probe cannot be started until next 
year. 


A spokesman for the committee 
said that full opportunity will be 
given for all interested parties to 
testify, and broadcasters are ex- 


pected to accept the invitation with | 
explaining the place | alacrity. 


Whereas the radio indus- 
(Continued on Page 29) 


Last Minute News Flashes 


Chicago, Oct. 
ing a notice 
tailers, explaining that there are 
but none for 


“Frills in 
customers enjoy 


sary later. 


“Your the gum, 


“many good substitutes for 
aluminum in airplanes.” 
on unbleached paper to save chlorine, tin 
have been substituted for aluminum, and other changes may be 
packaging are 


Wrigley Tells Dealers of Substitute Packaging 
24.—Wm. Wrigley Jr. 
in boxes of Doublemint gum going to almost 


a million re- 
wrappers, 
says the notice, printed 
and composition foil wrappers 
neces- 
notice. 


Hence, 


not important,” says the 


not the wrapper.” 


Ballantine Beer Show Goes to NBC Blue 


New York, Oct. 


will switch its 
80 stations. 
Thompson Company is the 
policy will be continued. 


*3-Ring Time” 


agency. 


24.—Relaxation of National Broadcasting Company’s 
network ban on alcoholic beverage advertising was disclosed today when} August issue attained a new 
it became known that beginning Nov. 


7, P. Ballantine & Sons, New 


jark, 


program from Mutual to NBC Blue, using | 
It will be heard Friday from 8:30 to 9 EST. 


J. Walter 
CBS indicated that its non-liquor 


Miner Heads Pacific Four A’s Council 


Del Monte, Cal., 
agency of that name, 
Four A's at the 


Terrell J. McCarty, 


Oct. 24.—Dan B. Miner, president of the Los Angeles 
was elected chairman of the Pacific Council of the 
annual meeting here 
Chairman, Joseph R. Gerber, Portland agency head; 
McCarty Company, 


today. Other officers are: Vice- 
; Secretary-Treasurer, 


Los Angeles. 


“True Story’ Cuts Price to 10 Cents a Copy 


New York, Oct. 
Story will be priced at 10 cents. 


24.—Effective with the February, 
The magazine 


1942, 
at 


issue, True 


sold 


25 cents until 


1932, when the price was reduced to 15 cents. 


eat OMe ves 


. 
| in 
| 


monopoly | 


of Louisiana, 


proposed | 


] 
Company yesterday began pack-| 


Curtis First to Move 
Meeting Increased 
Circulations, Costs 


New York, Oct. 2 
by a major magazine publisher to 
meet the problems posed _ by 
steadily rising circulations and in- 
| creased production costs was made 
|today by Curtis Publishing Com- 
pany with an announcement that 
effective July, 1942, advertising 
rates will be increased on The Sat- 


First move 


i Evening Post and Ladies’ 
Home Journal. On both magazines 
|the six-month protection § period 


will be continued. 

The Curtis announcement imme- 
| diately set off speculation to 
whether other magazine publishers 
would follow suit. No decisions to 
this effect were disclosed up to the 


as 


- ~_-— -— = = — a 
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| This chart, prepared recently to show 

| trends of magazine circulation and rates, 

| covers 60 consumer magazines that ac- 
count for 90 per cent of billings. 


*|time of this writing, although a 


| spokesman for one of the largest 
companies observed that the recent 
decision of several publishers to 
| accept contracts only for a three- 
month period “was the tipoff” of 
what is ahead. 

The new Post rate schedule is 
based on a net paid guarantee of 
3,000,000 copies, although the pub- 
lisher’s statement for the six-month 
period ending June 30, 1941, showed 
average net paid of 3,348,875. Cir- 
culation base for the existing rate 
schedule 2,700,000. The Post 
black and white page rate will be 
| boosted from $8,000 to $8,500; 
half-page, from $4,000 to $4,250; 
quarter-page, from $2,000 to $2,125; 
column, from $2,000 to $2,125; 
and eighth-page, from $1,000 to 
$1,062.50. Two-color page will move 
upward from $9,500 to $10,000; 
half-page, from $4,750 to $5,000; 
|four-color page, from $11,500 to 


| 


Is 


| $12,000; half-page, from $6,000 to 
$6,250. Second and third covers 


will be 
| $12,000; 


increased from $11,500 to 
fourth cover, from $15,000 
to $15,500; center spread from 
$23,000 to $24,000. The line rate 
moves upward from $12 to $14. 


“Journal” Rates Up 


Ladies’ Home Journal, whose 
all- 
time high of 4,050,000 copies, will 


offer a_ circulation guarantee of 
| 3,200,000 copies, compared with 
| 2,800,000 copies for ‘he existing 
rate schedule. Publisher’s statement 
for June 30, 1941, shows average 


net paid of 2,823,000. 

The new Journal rate card shows 
| the following increases: black and 
white page, from $8,500 to $9,200: 
half-page, from $4,250 to $4,600: 
quarter-page, from $2,125 to $2,300: 
column, from $2,125 to $2,300: 
eighth-page, from $1,062.50 to 
$1,150. Two-color page, from $10,- 
000 to $10,500; half-page, from 
| $5,000 to $5,250. Four-color page, 
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from $11,500 to $12,250; half-page, | 
from $6,000 to $6,400. Second and| 
third covers, from $11,500 to $12,-| 
250; and fourth cover, from $15,000 
to $15,750. The line rate is in-| 
creased from $13.25 to $14.25. 
Trend Shown 

In discussing the rate and cost| 
problem this week publishers em- | 
phasized the fact that many maga-| 
zines are now at an all-time circula-| 
tion high and delivering substantial | 
bonuses over and above guar-| 
antees which have become a serious 
burden in the face of rising over- 
head. The rate trend, as compared 
with circulation growth, is shown 
in the accompanying chart which 
was prepared recently to sketch the 
situation in terms of 60 consumer 
magazines that account for more 
than 90 per cent of all billings. 
Between 1930 and 1940 circulation 
of these magazines rose from 41,- 
000,000 to 56,000,000, while page 
rate per thousand declined from 
$3.10 to $2.61. 


z=, 
CHROMART 


PRINT FROM KODACHROME 


The one colorprint that FULFILLS 
every exacting art-copy requirement, 


PHOTOCHROME, 837 N. Fairfax, Hollywood 


8 Overnight by Plane a 


The most recent magazine analy-| 
sis issued by the Association of 
National Advertisers also shows an 
interesting comparison between | 
the trend for magazine rates during | 


| the past 12 years and the movement | 
| of general price levels. 
| and white and four-color pnd 


Both black | 


rates have declined fairly consist- 
ently during this period, while the | 
general price level hit bottom in| 
1933, bounced upward steadily dur- | 
ing the following four years, dipped | 
between 1937 and 1938, and then | 
began its rapid rise upward. 


Names CFAC Safety 


Drive Chairmen 


William B. Carr, president of the 
Chicago Federated Advertising Club 
and Chicago’ representative of 
Time, has appointed Wesley I. 
Nunn, advertising manager for the 
Standard Oil Company of Indiana, 
general chairman of the _ club’s 
traffic safety committee in coopera- | 
tion with the Chicago civic safety 
drive. 

Committee chairmen are: media, 
G. Victor Lowrie, McCann-Erick- 
son; copy, Joe R. Collins, advertis- 
ing manager, Libby, McNeill & 
Libby; production, George Heiland, 
Lord & Thomas, and ways and 
means, Chester L. Price, advertising 
manager, City National Bank and 
Trust Company of Chicago. 


| advertising. 


| reported 


Victory Sign Used on 
Pall Mall Package 


A revised package design for Pall 
Mall, incorporating the victory “V” 
with its accompanying three dots 
and dash symbol, has been adopted 
by American Cigarette and Cigar 
Company and is rapidly being 
placed in national distribution. The 
victory symbol is superimposed in 
white over the regular Pall Mall 
copy on one of the package's flat 
surfaces. 


Adoption of the “V” by Pall Mall | 


is believed to mark the first incor- 
poration of the symbol in a package 
design. Many advertisers, however, 


|have made use of the insignia in 
| publication copy. No mention is to 
be made, for the present at least, of | 


the new Pall Mall package in radio 
Current promotional 
activity is limited to that medium. 


Damm Joins Agency 

Rudolph E. Damm, incorrectly 
in ADVERTISING AGE Oct. 
20 as joining WCCO, Minneapolis, 
in charge of copy and production, 
joined Mason-Webster, Minneapolis 
agency, in that capacity. The 
agency recently occupied new 
offices in the WCCO bldg. 


Issues New Rate Card 


Station WBAL, Baltimore, has 
issued its rate card No. 16, which 
becomes effective Nov. 15. 


WE'LL FOOT 
THE BILL... 


... and, man, you've got a thrill coming! 


We knew that more than half the families in lowa 
like the way The Des Moines Sunday Register 


covers football. 


But frankly, we didn't know 


our sports section 


was the BEST in the country until famous coaches 
and people outside Iowa began telling us so. 


Frank Leahy, new coach at 


Notre Dame says 


. . its reputation has spread to the Atlantic sea- 


board.” Clark (T-formation) Shaughnessy of Stan- 


ford says, “. . 
in America.” 
second to none.” 


. it’s one of the finest sports sections 
Dana Bible of Texas U says, “.. . it’s 
Spike Nelson of Yale, Fritz 


Crisler of Michigan, McMillin of Indiana, Zuppke 


of Illinois and others praise it. 


So if you haven't seen The Des Moines Sunday 
Register's 10-page peach sports section (and if it 
won't spoil your sports reading in your own paper) 
send us your name and we'll shoot back a copy. 


Suit Charging 
Theft of Program 
Dismissed by Court 


New York, Oct. 22.—A suit for 
$60,000 damages, brought by Grom- 
bach Productions against Stack- 
Goble Advertising Agency, Grove 
Laboratories and Fred Waring, 
charging alleged appropriation of a 
program idea, was dismissed in 
supreme court here today on the 
grounds that the case did not come 
within the court’s jurisdiction. 

The complaint accused the agency 
and other defendants of using an 
idea originated by Mr. Grombach 
10 years ago, as the basis for the 
program, “Your Song,” broadcast 
| by Waring and sponsored by Grove 
| Laboratories for five weeks during 
1939. The defendant claimed that 
his program plan was copyrighted 
in 1937, sold to Look the following 
year and broadcast under the mag- 
azine’s sponsorship in Cleveland 
with the title, “Stop, Look and Lis- 
ten.’”’ Subsequently, Mr. Grombach 
testified, Coca-Cola tested the pro- 
gram and both CBS and NBC took 
options. Nothing came of the latter. 

The Grombach plan was to in- 
vite listeners to submit any per- 
sonal experience which coincided 
with the character of a song, invite 
selected listeners to the studio and 
dramatize the episode suggested by 
the song. 


Withheld Protest 


Mr. Grombach said he heard that 
Fred Waring was to produce a pro- 
gram along these lines for Grove 
Laboratories during the time CBS 
held its option. Admitting that he 
did not protest immediately, the 
plaintiff insisted that he had pre- 
viously submitted the theme to 
John O’Connor, Waring’s manager. 

The defendants entered a general 
denial when the suit was instituted. 
After a three-day trial, during 
which time the jury of men and 
women heard recordings of the 
Grombach program, the defense 
moved for dismissaJ, which was 
granted by the court. Justice Mor- 
ris Eder agreed with Walter Soco- 
low, defense attorney, that as soon 
as a statutory copyright is obtained, 
the holder abandons his common 
law property rights. 

Thus, the court pointed out, pro- 
tection against violation of a copy- 
right must be sought in federal 
courts. 


| 


“Pacific Rural Press” 
September Linage 17,009 


September linage of Pacific Rural 
Press appearing in both the North- 
ern 
17,009 lines, compared with 16,243 


1940. Figures for 
exclusively in one or the other of 
the sectional editions was correctly 
printed in the Oct. 20 issue of 
ADVERTISING AGE. 


Raises Its Rates 


National Home Monthly, Winni- 
peg, has issued rate card No. 19, 
increasing its advertising rates. A 
full page, formerly $1,300, will be 
$1,375 effective with the May, 
1942, issue, and the agate line rate 
will be raised from $1.95 to $2.10. 

The magazine is advancing its 
circulation guarantee from 225,000 
to 260,000 with the May issue. 


L & T Shifts 2 

Fairfax M. Cone, vice-president 
of Lord & Thomas in charge of its 
San Francisco office, has been 
appointed chairman of the plan 
board of the New York office, and 
Walter Weir has been named copy 
chief of the New York office. Mr. 
Weir, who joined L & T earlier this 
year, was previously head of the 
copy department at J. M. Mathes, 
New York. 


Shifts Shumaker 


Elliott Shumaker, for the past 10 
years in charge of automotive ad- 


has been named national advertis- 
ing manager. 


ee: ee Pe 
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and Southern editions totaled | 


lines during the same month of | 
linage carried | 


“National Home Monthly” 


vertising for the Detroit Free Press, 


P&G Announces 
Laundry Contest 
in ‘Life’, Dailies 
New York, Oct. 21.—Continyj 


ng 
|its efforts to promote the interests 
‘of commercial laundries to the 
| housewife, Procter & Gamble (om. 


| pany this week used a full pape jn 
| Life to announce a $4,000 prize 
test. 

The contest, similar to one 
ducted last year at this tim: js 
described as “Larry, the Laur 
man’s,” a character featured in ¢ 


enter pity Te funding Mand” as» co 


REE 4000.2 
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_insertions promoting laundries in 


| April and June in Life. House- 
wives are urged to obtain an ent 
_ blank from laundry routeman and 
enter the contest by writing the 
| last line of a “laundry jingle”: “My 
laundry does fine work for me, So 
from washing and ironing I’m free, 
| Whether heavy or light, Every 
| piece is just right, ...” P&G is 


| not mentioned in the copy. 

| Rewards are $1,000, first prize; 
| $500, second; 15 third prizes of $100, 
and 100 fourth prizes of $10. News- 
| papers are being used to promote 
the contest by laundries to whom 
P&G supplies mats. Local copy fea- 
tures names of laundries who are 
“cooperating with this big prize 
event.” Compton Advertising is the 
agency. 


Adopts New Price List 


Pennsylvania has adopted a new 
price list for its 577-store liquor 
monopoly system. The new ist, 
which becomes effective Nov. 3, 
makes it optional for dealers and 
distillers to absorb or add the fed- 
eral excise tax. 


Morris Joins KLZ 

M. Main Morris, formerly with 
General Outdoor Advertising Com- 
pany, Kansas City, has joined the 
sales staff of KLZ, Denver. 
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3 JOSEPH R. ROLLINS 
Advertising Manager 
THE ATLANTIC REFINING COMPANY 


You won't find magic in Spot Broadcasting’s solid success at 


in Atlantic Refining. Instead, you'll find a typical example of the way Spot 


oo Radio's inherent flexibility fits and solves tough merchandising problems. 

GE Through unrestricted choice of top stations, Spot Broadcasting 

brig” 

rite te : . . ° : 

-™ @ ‘sures complete blanketing of selling areas, without waste. It provides an 2 a Es Ge 


‘olimited range of programs and times... assures intense selective audi- 


‘ace interest for Atlantic’s sport broadcasts. Consequently, Atlantic Spot &= 


# THEVALWE 


Radio influences customers constantly (with peak interest during vital Fall 
‘ad Spring merchandising campaigns). It appeals equally to dealers... 


“Spires aggressive cooperation from present outlets and gains important 


idded distribution. The result is satisfaction... and success! 


NATIONAL STATION 
REPRESENTATIVES 


‘exibility to your advertising problem. Ask a John Blair man. cHICAGO + NEW YORK + DETROIT « ST. LOUIS + SAN FRANCISCO * LOS ANGELES 


RELIABILITY J7 


‘Powerful Spot Broadcasting will bring this same sharp-focused 
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U. S. Official 
Spurs Advertising 


to New Tasks 


Defense Theme Marks 
Talks at Pacific Council 
Sessions 


Del Monte, Cal., Oct. 24.—Ameri- 
can business under the leadership 
of the advertising profession should 
take the initiative now in determin- 
ing how to create new groups of 
customers for the post-war period, 
Carroll L. Wilson, director of the 
Bureau of Foreign and Domestic 
Commerce, said here today. 

Addressing the annual convention 
of the Pacific Coast Council of the 
American Association of Advertis- 


PHOTOS 22!25¢ 


In lots of 100. Send photo or negative. 
50 at $3.25. 25 at $2.00. Photo postcards 
1 '4e-1,000. 

Enlargements Now at Strikingly Low Prices 
30° x 40’—$1.75 ea. 40° x 60°—$3.50 ea. 
Mounted or Unmounted 
COMMERCIAL PHOTO 416 West 45, New York City 


Serving accounts in 37 states 


ing Agencies, Mr. Wilson declared 
that the nation can produce more | 
than those who can afford to buy | 
can consume and that the only way | 
that the wheels can be kept turning | 
is either for prices to be lowered to 
create new customers on present in- 
comes or for incomes to be raised so 
that the public can buy more goods 
at current prices. 

Admitting that this is a problem 
easier to state than to solve he ex- 
pressed confidence that it can be 
solved “in a manner which still 
leaves rich rewards for individual 
initiative and enterprise and hard 
work.” He cautioned, however, that 
“only by fair compromises between 
the selfish interests of each group 
and the subordination of such in- 
terests to the common welfare— 
only through such adjustments ne- 
gotiated on the sound basis of a full 
consideration of every available fact 
will we be able to achieve the nec- 
essary end of more goods for more 
American families.” 


Place for Advertising 


There is a place for advertising | 
in his vision of the future, Mr. Wil- 
son told the agency men, “not only 
more advertising but better adver- 
tising than this nation has seen be- 
fore—advertising that not only 
'makes more people want more and 
/ more products—makes them want so 
much that they will buckle down | 


to the task of lifting themselves | day session. Col. Willard Chevalier, 


into better customers — advertising | publisher of Business Week, spoke 


that will be more successful because 
it has a larger content of the more 
necessary ingredient of any success- 
ful advertisement—a good deal on 
a good product.” 

Referring to the “harsh things” 
said about advertising, the govern- 
ment official reminded his audience 
that the same treatment has been 
meted out to most of the profes- 
sions, political organizations, labor, 
agriculture and government. At- 
tributing such attacks to the fact 
that every phase of life is run by 
human beings with human frailties, 


the same charity as was exhibited 
by the father whose son was killed 
while in questionable company. The 
father remarked about his son: “He 
was a good boy; he had his failings, 
but, hell, who hasn’t?” 

He asserted that advertising men 
have dreamed a high percentage of 
the dreams which have driven 
America’s standard of living to its 
great heights. “The time will come 
to dream again,” he predicted, “to 
dream greater dreams than ever be- 
fore. Can you, will you, make those 
dreams come true? That, I believe, 
is the long-time function of adver- 
tising.” 

Defense in its relation to adver- 
tising furnished the main theme for 
many of the talks during the two- 
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“MY ADVERTISING COSTS PER 
UNIT OF SALE HAVE DROPPED 48%” 


~— 


LI 


Read the headline again, please. Note it's a quote. A quote direct from the Presi- 


OO) 
w 


dent of Nelson Brothers’ furniture stores, and the results of 433 consecutive weeks 


using WBBM programs. () It is also an eight-year measurement of WBBM's unusual 


and consistent selling effectiveness. ) Such volume results, regularly delivered, 


Ut 


are why 80% of our accounts renew. (83.3% currently). Why, every year since 


1925, WBBM has carried more advertising than any other major Chicago station. 


Are your advertising results in line with ours? 


WBBM: CHICAGO -50,000 WATTS .,. 


WBBM is Owned and Operated by Columbia Broadcasting System. Represented by 
RADIO SALES: New York + Detroit + St. Lovis » Chorlotte + Los Angeles + Son Francisco 


/on 


| 


| spot radio in some markets. 


| ing and cutting his meats for the re- 


| tising.” Bettina Wilson, fashion and 


©S,/ ble, managing director of the Four 
he asked that they be accepted with | 


“Business - Nevertheless.” The 
subject of Leo M. Cherne, of the 
Research Institute of America, was 
“The Impact of Defense on Adver- 


beauty editor of Vogue, spoke on 
“Styles and Advertising.” 
Yesterday’s speakers were H. H. 
Kynett, Aitkin - Kynett Company, 
Philadelphia, on “How to Make 
Money in the Agency Business”; 
Frank Braucher, Periodical Publish- 
ers’ Association, on “Advertising as 
a Business,” and Frederic R. Gam- 


A’s, on “The AAAA at Work.” The 
meetings were held under the 
chairmanship of William A. Hors- 
ley, Seattle, president of the Pacific 
National Advertising Agency. 


Tests Completed, 
Wilson Readies 
‘Gela Seald’ Drive 


. Chicago, Oct. 23.—Test advertis- 
ing has been completed by Wilson 
& Co., Chicago meat packer, for a 
new process of protecting fresh 
meats by dipping them in edible 
gelatine, and the company is about 
ready to release four-color, two- 
color and large black-and-white ad- 
vertisements in some 135 leading 
newspapers, the company an- 
nounced today. A series of test cam- 
paigns was held in selected cities. 

Calling the meats “Gela Seald,” 
the campaign theme will be “It’s 
cooler-fresh ... with all the natural 
juices and superior quality sealed 
in.” A complete merchandising 
story in portfolio form is now being 
presented to the trade by Wilson 
salesmen. 

Initial newspaper copy will be 
supplemented by weekly copy 
thereafter, three sheet posters and 
Other 
campaign tools include colorful) 
store display material, dealer drop- | 
in ads featuring 10 popular cuts of 
meat and consumer literature which 
will be provided participating deal- 
ers without cost. . on 


Provides New Protection | 


The gelatine formula, an achieve- | 
ment of Wilson & Co. research | 
scientists, provides a new kind of 
protection for fresh meats in transit | 
which its sponsors believe may re- | 
place old-time wrapping methods. | 
Beef, veal and lamb are now rushed | 
from the packer’s coolers to be} 
dipped at once in the edible gela- | 
tine which, incidentally, is a natural | 
by-product of the meat industry. 

The gelatine seal process is ap- 
plied only to whole lambs, whole | 
calves, half calves and quarters of 
beef, so it makes no change in the 
dealer’s customary methods of buy- 


| 
| 
tail trade, according to Wilson & Co. | 
Not only is the gelatine coating ad- 
vanced as an improvement in meat 
display but it also is declared to 
protect the meat against air, mois- | 
ture, dust, and retains the original | 
juices and flavor of the meat. 


When the meat is cooked the 
gelatine gradually melts away to, 
form a natural thickener for the 


gravy. It adds no complications to 
the preparation or cooking of meat. 

United States Advertising Corpo- 
ration, Chicago, handles the account. 


Gets New Post 


Winthrop Moore has ap- 
pointed consumer sales on 
manager of Popular Photo uphy, 


New York. He was formerly man- 
ager of marine sales and advertis- 
ing division, Gulf Oil Corporation, 
Pittsburgh, and previously Eastern 
manager of Yachting, New York. 


To Pope & Walsh 


Pathfinder, Washington, D. C., 
has named Pope & Walsh, New 
York, as representative in New 
York, New England and adjacent 
territory. 


KVOO Ups Power 


Station KVOO, Tulsa, will shortly 


increase its daytime power from 
25,000 to 50,000 watts. Night oper- 
ation will continue with 25,000 


watts for the present, but will be 
50,000 


increased to in the 


near future. 


watts 


wl 
State street stores, has bee = 
pointed advertising director of Ch). 
|cago’s new morning news) aper 
according to an announceme: thi: 
week by Marshall Field III, © wner. 


| week to announce $10,000 in 


Wallace Brooks 


Named Ad Chie? 
of Chicago Daily 


Chicago, Oct. 23.—Wallac, 
Brooks, with the advertising de. 
partment of the Chicago Tribyn, 
for 19 years and in recent vars 


one of its top contact me; 


and Silliman Evans, publish: It 
also was announced that 
Schuster, former national ad 
ing manager of the Chicago 
News, and who lately has b: 
the Chicago office of Look, ha. beep 
appointed local advertising manager 
Full-page space was taken jp 
Chicago evening newspaper: this 
Cash 


CHICAGO'S NEW MORNING NEWSPAPER 


roe wastes it! 


Hiram 
ertis. 
Daily 
‘N In 


rowat corms 10 GET IT! 


NOW...HELP NAME IT! 


400 TELL OS WET Yee waar iT! 


prizes for names for the new paper 
There will be a $5,000 first prize 
$1,000 second prize, $500 third priz 
and 1,305 additional cash prizes of 
$100, $10, $5 and $1. Contest rule: 
explicitly request that contestant: 
do not submit the names A-M 
Sentinel, Courier, Inter-Ocean 
Journal, Post or Chronicle. Con- 
testants also are required to submit 
a statement of 100 words or less 
telling why they want this news- 
paper. The contest closes Novy. 1) 7 
and prizes will be awarded Dec. | 

As revealed in ADVERTISING Ac! 
last week, the newspaper, whi 
will be of standard size, expects t 
get under way late in November 

Announcement was made tod: 
that Turner Catledge, now Wash- 
ington correspondent for the Ne 
York Times, will be chief cor- 
respondent for the new newspape! 
with assignments which will tak 
him throughout the world. 


. 


Offers Essay Prize 


In order to provide a_ bett 
understanding of fundamental! prin 
ciples behind advertising, the Jack- 
sonville, Fla., Advertising Club 
offering $30 in prizes for essays 
Jacksonville and Duval County hig 
schools on “Why the American Sy* 
tem of Free Enterprise Should 
Continued.” 
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66 out of every 100 2 
passengers on street cars ~~ 
and buses “"* in Qs Angeles 
come from higher income ™ 
districts,’ \ according t0 
Los Angeles Transportatio” 
Survey, °), sponsored by the 
city of Los Angeles. 
_When they ride they relax: 
‘¢.when they relax they 
read your message. 

For Complete details 
rates, write 
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e In an Inquirer advertisement published in 


January of this year, the statement was 


: made that “the National Defense Advisory 
a Commission has awarded $1,183,904,578 
; in contracts to Philadelphia industries.” 
i. In MAKING a similar statement today, 
: the revised figure for direct defense orders 
. would be $1,916,370,183 —an increase of 
on $732,465,605, or more than 60%. In Septem- 
ber, the Philadelphia Navy Yard completed 
ie the 500th naval training plane and received 
a a new order for $25,000,000 worth of two 
new types of planes. The Philadelphia area 
—“Victory’s Arsenal” — is steadily stepping 
: up production for the biggest job of its life. 
ax: 


| THE PHIL 


Philadelphia Defense 


ADELPHIA 


* a 


Inquirer is FIRST in 
Philadelphia 


Are you taking full advantage of the sales 
opportunities in this great market now so 
unmistakably prosperous? Is your Philadel- 
phia advertising fully adequate? In this field, 
The Philadelphia Inquirer is the leading 
newspaper— FIRST in advertising volume, 
first in reader influence. Why not adjust 
your advertising outlay to insure its full 
effectiveness in Philadelphia ? 

* * * 


Of course you know that the Philadelphia market does 
not stop at the municipal boundaries. You want city 
circulation, of course. But is that all you want ? For 
instance, one of the many busy cities in the Phila- 
delphia district in which the Inquirer circulates is: 


LANCASTER 


Lancaster is located west of Philadelphia. Popu- 
lation: 61,284. Principal Industries: Linoleum, 
watches, umbrellas, cotton and woolen goods. 
Busy industries here are Armstrong Cork Company 
($1,407,422 for ammunition parts), Everite Pump 
and Mfg. Co. ($550,930 for steel stuffing), and 
the Hamilton Watch Company ($352,865 for air- 
craft watches). Eleven other companies share in 
the defense orders which total $2,688,679. 


SUNDAY Circulation exceeds 1,000,000 
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Royal Crown 
Cola Expands 
New Campaign 


“New York, Oct. 23.—A consider- 
able expansion of Royal Crown 
Cola magazine promotion will mark 
a new campaign to be launched 
next month by Nehi Corporation. 
Spot radio advertising, originally 
planned to end in September, will 
be the most extensive in Royal 
Crown’s history for this season and 
the newspaper schedule will be re- 
sumed in 1942. 

Beginning with a four-color page 
in Life, featuring Gary Cooper’s 
taste preference for Royal Crown, 
half and two-thirds pages in two 
colors will appear in 16 magazines. 
The Nehi schedule has been limited 
to three magazines for the past two 
years. Subsequent insertions will 
explain the notarized taste test and 
tell why Royal Crown is chosen by 
leading Hollywood stars. 

On the air, spot announcements 
will be heard over 322 stations, 
with some featuring movie stars. 
The current campaign in 700 news- 
papers will continue through the 
first week in November. 

On the magazine schedule are 
Good Housekeeping, Hollywood, 
Life, Modern Screen, Motion Pic- 


‘ture, Movie Life, Movie—Radio| 


Guide, Movie Stars Parade, Movie 
Story, Movies, Photoplay - Movie | 


Mirror, Screen Guide, Screenland, | 


Silver Screen, True Romances and 
Woman’s Day. Batten, Barton, | 
Durstine & Osborn is the agency. 


Schedule New Old Gold 
Program Over NBC Blue 


P. Lorillard Company will launch | 
a new program for Old Gold cigar- | 


iets Nov. 3 over 59 stations of the 


NBC Blue network. 

The variety show, with Herbert | 
Marshall as master of ceremonies, | 
will be the first network program | 
for Old Golds since J. Walter 
Thompson Company took over the | 
account in November, 1940. It will | 
be aired Monday from 7 to 7:30) 
p. m. EST. 


Offers Party Book 


Laird & Co., Scobeyville, N. J., | 
distiller, is currently featuring a | 
party book in its advertising. The 
book lists sandwich and cocktail 
recipes, rules for games, quizzes, 
and a horoscope section. W. L. Black 
Advertising Agency, Reading, Pa.,| 
directs the account. 


Opens Own Agency 

Richard Cole, formerly vice- 
president of Allen & Reynolds, 
Omaha, has opened his own agency 
at 729 Insurance bldg., Omaha. 


ASKS COOPERATION 
A word to SUGAR BEET GROWERS 


about the 


SPRECKELS CONTRACT 
FOR 1942 


- me 
2 ere owe Se “" 
ee 


” . Srnscases Socan Compare 


The Spreckels Sugar Company takes this 
full-page newspaper space on the West 
Coast to explain that its new contract 
provides guaranteed minimum payments 
and increased prices to growers over 
1941, and to ask them for full support 
in boosting sugar beet yields next year 
as a national defense aid. 


Names Ralph L. Hall 


Ralph L. Hall, for the past 15 
years account executive with R. L. 
Polk & Co. in Cleveland and Chi- 
cago, has been named advertising 
manager of Rock-Ola Mfg. Corpo- 
ration, Chicago. 
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6. Knee 


@ Every day that passes, we of F&P are more and more impressed 


with this fact: The more time a 


waste ! 


n Agency buys, the less it has to 


“Waste of time’, we know, means different things to different men. 


What is one man’s waste is another man’s gain. Sometimes we may 


misjudge your ideas on the subject 


tell us so. 


but if we do, we hope you'll 


Because our job is NOT to “drop in and pass the time of day”. 


We're NOT “messengers of good-will’, 


gotten somewhere by 


“establishing a contact” . . 


nor do we feel that we've 


. Our job is to 


SAVE your time by (1) giving you concise, dependable informa 


tion, on anything you may want to know about the stations we 


serve; and (2) by relieving you of as many radio worries and 


details as you will let us handle for you. 


This, we know, is a slightly different attitude than you ordinarily 


find in this wicked world. But that’s the way we try to work, in 


this group of pioneer radio-station representatives. 


> 
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EXCLUSIVE 
REPRESENTATIVES: 


. BUFFALO 
CINCINNATI 
oe « « « « «© BULUTR 
WDAY .... « « « « FARGO 

- « « . « INDIANAPOLIS 
WKZO.KALAMAZ00-GRAND RAPIDS 


K MBC KANSAS CITY 
WAVE... . . . LOUISVILLE 
WTCN . MINNEAPOLIS-ST. PAUL 
WMBD.... .. « . PEORIA 
ee . $T. Louls 
WFBL . . . . . . . SYRACUSE 

t -. HOWA... 

| WHO DES MOINES 
woc . . DAVENPORT 
KMA .. . . . . SHENANDOAH [ 

-..- SOUTHEAST... 
wesc... . . . CHARLESTON 
wis COLUMBIA 
WPTF RALEIGH 
ee ROANOKE 

... SOUTHWEST... 

KGKO . . . FT. WORTH-DALLAS 
KOMA OKLAHOMA CITY 
KTUL . + « « TULSA 


.-.PACIFIC COAST... 
2 2 . « « « FRESNO 
KECA. .. . LOS ANGELES 
KOIN-KALE . . . . PORTLAND 
KROW . OAKLAND-SAN FRANCISCO 
pen teres + oa 


MS FREE & PETERS, INC. 


CHICAGO: «ho N Mahgow 
Franklin 64375 


MEW YORK: 24> Part Ave 
Plaza $4151 


Pioneer Radio Station R 


Since May, 1932 


Trimity 2-8444 Sutter 4555 


epresentatit es 


DETROIT: New Comter Bldg SAM FRANCISCO: ::) Setter LOS ANGELES: 650 S. Grand 


ATLANTA: 52) Palmer Bldg 
Main $667 


Vandike 0569 


Market, Mining 
Spokesmen Start 
Census Bill Fight 


Census Officials End 
Testimony Supporting 
Law Changes 


Washington, D. C., Oct. 23.—Cen- 
sus Officials completed testimony 


before the House census committee | 


| this week in behalf of pending pro- 
|posals for widespread changes in 
census law, and opponents of the 
measure’ representing marketing 
and mining interests received their 
first opportunity to tell their story. 

Roland G. E. Ullman, head of the 

| Philadelphia marketing counselor 
firm which bears his name, repre- 
_sented the National Industrial Ad- 
vertisers Association in opposition 
to that part of the Senate-approved 
bill which calls for the scrapping of 
the 
tures. 

At least three other NIAA spokes- 
|/men are expected to testify Oct. 28, 
|'when hearings are resumed. They 

and W. D. Murphy, Chicago, presi- 
dent of NIAA; Harry Neal Baum, 


advertising manager, Fairbanks, | 
Morse & Co., Chicago, and chairman | 
of the NIAA committee appointed | 


to oppose scrapping the biennial 
Census of Manufactures; and L. R. 
Garretson, director of advertising, 
Leeds & Northrup, Inc., Philadel- 
phia, and NIAA vice-president. 


Prescott Endorses Bill 


Surprising to those who have fol- 
lowed the progress of S. 1627 was 
the appearance as a supporter of the 
bill of Ray B. Prescott, director of 
research of Sales Management. He 
argued that a five-year manufactur- 
ing census would meet the needs of 
industry in view of the fact that the 
bill calls for periodic surveys which 
would keep census 
date. Aside from representatives of 
government, he has been the sole 
witness to endorse the bill as it now 
stands. 

Mr. Ullman made it clear that 
NIAA does not oppose S. 1627 ex- 
cept the abandonment of the two- 
year basis for the manufacturing 
study. He lauded the Census Bu- 
reau’s plan for putting the Census 
of Business on a five-year rather 
than a ten-year basis and raised no 
objection to the periodic sampling 
studies which the bureau plans to 
institute if the bill becomes law. 
Mr. Ullman pointed out, however, 
that the periodic sampling would 
not provide the same basic data as 
contained 
factures and that no matter how 
frequently taken would not serve as 
a substitute for the census survey 
and could not be accepted as a com- 
promise. 


Answers Capt 


Answering testimony previously 
given by James C. Capt, director of 
the census, that there are only 186,- 


biennial Census of Manufac- | 


figures up to| 


in the Census of Manu- | 


October 27, 


— —— 


000 manufacturers who benefit 
the manufacturing studies at 
| year intervals whereas there are 3. 
(000,000 small firms aided by the 


decennial Census of Busines Mr. 
|Ullman submitted figures cen 
from census records. These is. 
tics showed that the limited nu »be, 


of manufacturers employ ove; 15 
| 000,000 people, whereas the uch 


|larger number of business © ‘ap. 
_lishments employ only 6.5/5 .o99 
_exclusive of proprietors. Mr. man 
/said that manufacturing esta | ish. 


_ments are key points in the b) 
world and that their welfa 
rectly affects all the others on ow» 
the line. 

He told the committee t! the 
/number and location of mar ‘fac. 
turing firms must be kn if 
_ marketing procedures are to ef. 
fective and economical. With on. 
ditions changing so rapidly this 
| defense economy, making bas : 
| tistical data available less fre: t 
'ly would be detrimental not nly 
to manufacturers themselves | t 
all business. 

Testimony of Mr. Capt anc his 
aides in the Census Bureau fol! wed 
the same pattern drawn at last 
week’s hearings. Mr. Capt said ‘hat 
manufacturers have had an ad. an- 
tage far out of line with their : um- 
ber and importance and that the 
broad provisions of the bill are \ec- 
essary to meet a possible emerg:ncy 
He also argued that data coll: cted 
will be released more prompt'y if 
the bill is passed. 


Henderson Aide Speaks 


A spokesman for Price Adm nis- 
trator Leon Henderson, Dr. Her vert 
Taggaert, also endorsed the bil! He 
admitted that his office had e! 
“eagerly awaiting” the 1941 Census 
of Manufacturers but that he relied 
on the Census Bureau promise t 
more than compensate for the loss 
of these 
surveys on purchases, 
orders, and sales. 


production, 


Officials of the Bureau of Mines 


of the Department of the Interio: 
turned out in full force to oppose 


that portion of the bill which em- 
powers the Census Bureau to take 


a census of minerals every five 
years instead of every ten. They 
asked that all mining surveys be the 
sole province of the Bureau of 
Mines and proposed an amendment 
which specifically bars the Census 


Bureau from taking mineral sur- 
veys. 

Trade association men _ in_ the 
mining field endorsed the stand 


taken by government mining men 
They said the Bureau of Mines 
needs the statistics it collects to! 
its own use and that passage of the 
bill in its present form would mea! 
a duplication of effort by the Cen- 
sus Bureau. 


Omega Launches Drive 


Omega Chemical Company. Je'- 
sey City, has released a fal! and 
winter campaign in 75 newspapers 
throughout the country for Omega 
oil. Insertions will appear two and 
three times weekly until 
spring in what is said to be te 
largest drive in several S 
Cecil & Presbrey, New 
handles the account. 
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The factory production line extended 


Transportation today is a more 
important common part of every 
production- transportation- dis- 
tribution-consumption cycle 
than ever before. 


Today transportation must be 
kept moving thousands of items 
of natural resources, parts, fin- 
ished products or food products, 
whether for daily life or for de- 
fense. This means the most of 


the best of available equi; 
and facilities for a priority ™4™ 
ket that is indispensable. 


find 


That is why advertisers w' 
it more profitable now t put 
greater emphasis on TRA fI' 
WORLD'S transports i0® 
market. To keep produ soe 
going, transportation by tr “ks: 
rails, water and air must be *¢P* 
on the move. 


Member ABP-ABC 


reports through periodic 
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ANNOUNCEMENT 


With the February 1942 issue, True Story will reduce 


its newsstand price to ten cents. 


The reason for this change is the drastic shift in the 


nation’s market pattern. 


During the entire 21 years of its exis- 
tence, True Story has maintained a 
premium price to the reader as a de- 
liberate policy, since in good times or 
bad, there havealways been some wage- 
earner families who had little or no 
marginal spending power. Selling most 
of its copies over the newsstand, ‘True 
Story’s premium price automatically 
selected the better wage-earner 
families. 

Today that condition is largely 
changed. A huge defense economy has 
been superimposed upon America’s 
vast peace-time machinery. Already 


more persons are employed at higher 


wages in the United States than ever 
before, and the planned advances of 
the next few years will dwarf even our 
current activity. Most students believe 
that this change is sociological as well 
as economic and that a wider distribu- 
tion of income is here to stay. 

Under these circumstances, coverage 
becomes more important than selec- 
tivity and removing the barrier of a 
two-coin price is a major step in this 
direction. The selectivity of True Story, 
as with most other major magazines, 
will now rest solely upon that always 
vital and potent force —the quality of 


its editorial appeal. 


Black and white advertising forms for the February tissue, first 


to be affected by this change, will be open until November ssth. 


ASA BLISH, 


Advertising Manager 
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Brightman Asks | 
Unity fo Protect 


Free Enterprise 


Calls for Support of 
6-Point Consumer- 
Retailer Program 


New York, Oct. 21.—Warning that 
upheavals in normal civilian life 
under a defense economy may re- 
sult in a hostile attitude toward 
business, Harold Brightman, vice- 
president of L. Bamberger & Co., 
today called on manufacturers, con- 
sumers and retailers to cooperate in 
a program to protect freedom of 
enterprise “for the duration.” 
spoke at a luncheon meeting of the 
New York Sales Executive Club. 

Conceived by the National Con- 
sumer-Retailer Council, of which 
Mr. Brightman is chairman, the 
program has six broad objectives: 
to initiate and stimulate action of a 
counter-inflationary nature, 
plans for the promotion of orderly 


marketing, encourage the most effi- | 


cient consumer use of available 


foster | 


products, keep costs of merchan- 
dise and distribution on a sound 
economical basis, protect the con- 
sumer and business from exploita- 
tion and misinformation, and main- 
tain, subject to the limitations of 
the defense program, the “free flow 
of goods from producer to the con- 
sumer in such a way as to hamper 
to the least possible extent the 
imagination, initiative, resourceful- 
ness and enterprise” of the “Ameri- 
can way of life.” 


Need for Leadership 


The need for responsible leader- 
ship will become more urgent, the 
speaker pointed out, as the defense 
effort is intensified. Faced by rising 
prices and taxes, restrictions on 
consumer goods, the use of substi- 
tute materials and other inevitable 
results of an “all out” defense 
effort, “a public not properly edu- 


|cated and informed as to the dislo- 
He | 


cations and price rises inherent in 
the current situation, 
ceivably gradually change the atti- 
tude of criticism to one approaching 
hostility” and become “susceptible 
to leadership by anti-American in- 


fluences,” he said. 


Reviewing the government's ef- 
forts to protect the consuming pub- 


fense program, Mr. Brightman de- 
scribed the formation of the Office 


might con- | 


‘activity, Mr. 


of Price Administration and Civilian 
Supply, headed by Leon Henderson 
and with Harriet Elliott as associate 
administrator, and the organization 
of a standards section of the con- 
sumer division. He explained the 
work of the division’s field repre- 
sentatives who study the interests 
of consumers locally, and also the 
development, announced last week 
by Miss Elliott, of experimental con- 
sumer information centers in two 
cities. (ADVERTISING AGE, Oct. 20.) 
Recounts Activities 

As examples of what business is 
doing to protect the consumer, Mr. 
Brightman mentioned the formation 
of a national economic committee 


by the Sales Executive Club, “truth | @ 


in advertising” activities and the 
work of the Better Business Bureaus. 
Retailers are cooperating through 
the Retailers’ Advisory Committee 
and their national associations have 
assured the government of full co- 
operation. While retailers 
been successful in retarding price 
rises thus far, Mr. Brightman said, 
“further and larger price rises be- 
come indicated in many lines in 
the near future’ as merchandise 
bought at old costs is depleted and 


new wholesale price rises are more 
lic from the dislocations of the de- | 


quickly reflected. 
Citing increasing local consumer 
Brightman asked to 


every month. 


form of outdoor sports. 


before . 
rates remain unchanged. 


fac ts. 


Action, thrills, experience, 


ABC guarantee 500000. 
Hunting and Fishing. 275 Newbury Street. Boston, Mass. 


. 


The MODERN magazine for Sportsmen 


Two of the nation’s most popular magazines have now combined to form the world’s 
greatest outdoor publication . . 


. more than 500,000 copies reaching 1,736,038 sportsmen 


FACTS 


The new HUNTING and FISHING magazine offers greater advertising values than ever 


. « bigger and better and sold to more sportsmen at twice its former price, vet 


. streamlined for men of action. 
informative reading by the nation’s topnotch writers and outstanding authorities on every 


Fast-moving. 


Write for full circulation figures and 


have | 


|a practice 
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With this full-color rotogravure appeal 
for its 5-minute quick cooking cereal, 


Cream of Wheat Corp., Minneapolis, 
becomes the latest advertiser to adopt 


| the family, or neighborhood, type car- 


toon technique. Batten, Barton, Durstine 
& Osborn is the agency. 


what extent it will be recognized by 
legitimate business. “And to what 
extent is the businessman going to 


| see to it that local consumer groups 


which are being organized every- 
where get his cooperation and help 
and his honest advice as to what 
prices are fair and what are reason- 
able. And to what extent will he 
see to it that local consumer activi- 
ties are not allowed to be dominated 
by irresponsible leaders, either al- 
legedly representing business or the 
public, who are intent on stirring up 
unjustified attacks on business .. .” 

Miss Elliott, according to Mr. 
Brightman, has expressed herself in 
sympathy with the Council’s pro- 
gram, and the National Association 
of Better Business Bureaus and the 
Retailers’ Advisory Committee will 
aid in working out techniques to be 


followed in making the program a/| 


reality. 


Discount Houses 
Hit in CBS Suit 
Over Use of Name 


New York, Oct. 23.—The evils of 
“discount houses” that deal in na- 
tionally advertised merchandise 
were stressed here today by Co- 
lumbia Broadcasting System in a 
court action that sought an _ in- 
junction restraining a company 
known as CBS Advertising, New 
York, from continuing to use this 
name and the “CBS” monogram. 

Pointing out that CBS Advertis- 
ing is engaged in furnishing cata- 
logs featuring branded goods to 
discount houses throughout the 
country, the broadcasting company 
complained that the bulk of its 
goodwill is tied up in the name 
“CBS” and that the defendant’s use 
of this designation gives the im- 
pression of an affiliation with the 
broadcasting organization. 


Are In “Disrepute” 


“Discount houses generally make 
of selling trademarked 
or standard branded goods at dis- 
counts from the list on established 
retail prices,’”’ Columbia's complaint 
said. “Such houses are therefore in 
disrepute among manufacturers of 
such trademarked or standard 
brand products, as well as among 
department stores and other retail- 
ers, many of whom have been, are 
or may reasonably be expected to 
be users of the plaintiff's broad- 
casting facilities to advertise them- 
selves and their products.” 


McFadden Names Walrath 


McFadden Publications, New 
York, has appointed William B. 
Walrath, Jr., to the Western adver- 
tising sales staff of the new Phys- 
ical Culture Magazine of Beauty & 
Health and the McFadden Detective 
Group, effective Oct. 27. Ben S. 
Lochridge was named his successor 
is Western advertising manager of 
Young America, with headquarters 
in Chicago. 


Kuppenheimer Ties 
Third Dimension 
Idea fo Sales 


Chicago, Oct. 22.—B. Kuppen- 
heimer & Co., in its search for a 
new selling approach for its men’s 
clothes this fall, has swerved ay ay 
from the usual discussions of jj. 
style, and tailoring, and revam»eq 
the third dimension theme as a 
hicle for newspaper copy, window 
displays, direct mail, including | »- 
velope inserts, and announceme :\ts 
to the trade. 

Perhaps the most dramatic 
plication of the idea made by 
Kuppenheimer is in store wind »w 
|displays. What is called the largest 
red and blue third dimension }» c- 
| ture ever produced, four feet } 
and three feet wide and handled by 
| Magill-Weinsheimer, is used a: a 
window background. In order ‘to 
get the third dimension effect, p.s- 
sersby look at the display throug 
three red and blue scopes faste 
on the inside of the window 
arranged at different eye levels 

The picture depicts a scene 
the Stevens Hotel here show 

four smartly dressed men and a 
pretty girl. This picture as well ; 
others are included in mailing 
| pieces with which a scope is in- 
cluded so that the reader may 
again get the third dimension effect, 
Thus the scene is set for a unique 
copy slant. 

No “Magic Mirror” 
For instance, dealer newspaper 
copy may read something like this: 

“Flat surfaces have but two dimen- 


sions: length and width. But Kup- 
penheimer handcrafting goes 


be- 


3rd Dimension: Form and flattering 
contours. You may think we have 
some kind of magic mirror when 
you see what these clothes do to 
your figure. But it’s all in the 
magic of skillful cutting, stitching, 
| shaping and quality inner materials. 
Come in and see what 3rd Dimen- 
sion does for you!” 

Besides pushing the third dimen- 
_sion idea in all promotion copy, 
Kuppenheimer carries the subject to 
the salesman himself with a small 
booklet entitled “Successful Sales- 
men” in which the salesman not 
only is schooled in the application 
of the third dimension idea to per- 
sonal selling but is given a thorough 
| schooling in the Kuppenheimer line 

The conception of the Kuppen- 
heimer application of the third di- 
mension selling idea ts credited to 
A. Rodger Green, advertising direc- 
tor. The promotion program was 
produced by the Kuppenheimer ad- 
vertising department. 


To Jasper, Lynch 

Campbell Products, New York, 
pharmaceuticals, and Herbtex Sales 
Company, Pittsburgh, have ap- 
'pointed Jasper, Lynch & Fishel, 
New York, to direct advertising. 
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NEWSSTAND CIRCULATION ... 


When a 25-cent magazine sells a MILLION copies of one issue on the news- 3 * 
stands, that’s news! ... But even more important to advertisers is the trend 

that lies behind that news. For the last twelve successive months (ever since 

September, 1940) every single issue of Good Housekeeping has shown a siz- — 
able newsstand increase over the same month of the preceding year. The | 
average for the first 8 months of 1941 shows a 27.8% newsstand increase 

over the same months of 1940. Here is reader interest at white heat—reader a 
interest that’s ready to go to work for you. ‘uals 


Good Housekeeping Vlagazine 
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WMCA Adds Gillespie 

Waring Gillespie, formerly head 
of the radio department at J. W. 
Pepper, New York, has joined the 
production staff of Station WMCA, 
New York. 


Elects Foran V. P. 

Stanley W. Foran has been elected 
vice-president of Erwin, Wasey & 
Co. of the South. He will have 
charge of the agency’s Dallas office. 


WRITE NOW 


—or Pin Coupon Below to Your 
Letterhead for your FREE copy 
of the NEW, Sales-Promoting 
MID-STATES 
LABEL DESIGN 
SEE-LEC-TOR 


12 “Eye-catching” Pages. 

24 Stimulating Label designs. 
864 possible combinations. 
No obligation. 


FILL IN—TEAR OFF — AND MAIL 
ne ee ee 


MID-STATES GUMMED PAPER CO. 
ma South Damen Avenue — Chicago i 


Send FREE co of the Sales. Boostiag Mid. 
States LABEL Bksicn SEE-LEC.T 


Firm 


' Address H 
City State a 


Attn. of: 


Charlie McCarthy 
Leads in October 
Hooper Ratings 


New York, Oct. 23.—Charlie Mc- 
Carthy, Chase and Sanborn’s ma- 
hogany misanthrope, topped all 
other radio programs in C. E. 
Hooper’s national October ratings, 
continuing to set the pace for eve- 
ning programs despite the return of 
a half-dozen leading radio shows 
after the summer lull. 

Second in the national running 
was Fibber McGee, who achieved 
the rating on the second broadcast 
of his new series. The Aldrich Fam- 
ily was third, rising from fourth in 
September, and Bob Hope, checked 
like the McGee show on his second 
broadcast, moved into fourth place. 

Walter Winchell and Jack Benny, 
who battled for first place in May 
and June, were seventh and eighth 
on this month’s ratings. The check 
on the Benny program was made 
on its first broadcast. 

All radio listening took a sharp 
upturn this month, apparently 
profiting both from the return of 
“big name” shows to the air and 
abandonment of daylight saving 
time in most sections of the coun- 
try. The top 10 programs and their 
ratings are: 


Charlie McCarthy ....... .. oe 
Fibber MECGOC .nccscccsa. 27.7 
Aldrich Family .......... os 
Se PPT EPC riTr cere .25.4 
ek | ee ree 25.2 
Lux Radio Theater....... 22.3 
Walter Winchell ......... 21.4 
Jack Benny ........... 20.5 
.y 2 ee Are 17.0 
One Man’s Family..... 16.8 


Trost Joins Agency 


John R. Trost has joined Ander- 


son, Davis & Platte, New York, as 
special assistant to the president, 
where he will devote his efforts to 
field work on the Alexander Smith 
& Sons Carpet Company account 
He was formerly secretary of the 


control and management di‘ 
the National Retail 
sociation, Chicago. 


Stebbins Plans Paper 

Robert G. Stebbins has resigned 
as advertising manager of the Im- 
provement Bulletin, Minneapolis, to 
publish a new magazine, Northwest 
Contractor and Engineer, which will 
be devoted to highways, airports 


and engineering construction. The 
November issue will be the first. 


“Ttem” Raises Chase 


John Chase, previously cartoonist 
and head of the New Orleans Item’s 
art department, has been named 
promotion manager of the paper. 


OPM Puts Ban on 


ision of | 


Furniture As-| 


HIS MORNING, we took a good critical 

look at our next-door neighbor, 
for the life of us we could not perceive 
that he had changed one iota as a human 
being because of priorities on toluol, o 
even on steel and aluminum. 
fice, even though he may be tackling en- 
tirely new emergency-created problems. 
he is certainly meeting them with the 
same old set of personal qualities; his 
private prejudices, his store of facts, his 
familiar reasoning processes, his stand- 


ards of right, of quality, of service, of 


achievement. 


Some of the grooves in which business 


runs have changed. 


That is the one great truth we get out of 


what’s going on. 


Across our desk come many examples 
of general advice about advertising in 


Its men have not. 


and 


markets”... 
for defense” 


At his of- 


man you did 


his own normal self just as 


know Ss how . 


Those 


(and wanted) media, 


his attention 


and loyalty. 


the aftermath”... 


ness with whe 


who 


that is. as one 


"SOMEHOW HE LOOKS 
TERRIBLY FAMILIAR’ 
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the present situation. Some are self-seek- 
ing, some genuinely penetrating in analy- 
is. Most of them are pretty sound stuff: 


. protect’ your temporarily deserted 


“explain what you're doing 
“solidify your position for 


.eternal verities now fast 


approaching the status of being clichés. 


They are all ways of saying that the 


normal business with last 


vear, and hope to be doing normal busi- 


n this thing is over, is right 


now seated at his same old desk being 


hard as he 


talk with him normally, 
man to another. in wonted 
are going to get 


and command his respect 


ay Bye | a 


NEW YORK 


71 VANDERBILT AVENUE 


ple 2ltJe seg 


CLEVELAND 


1501 EVCLID AVENUE 


Non-Defense Use 
of Copper, Brass 


Only Seven Exceptions 
to Order Listed 


Drastic Move 


Washington, D. C., Oct. 21.—Vir- 
tually all non-defense use of copper | 
and brass will be forbidden after | 
Jan. 1, according to a drastic step 
taken today by the Office of Pro- 
duction Management to meet an 
acute copper shortage. The action 
is described as “the most far-reach- 
ing of its kind yet taken.” 

The order sets up the following 
controls over both domestic and 
imported metal and scrap: 1. re- 
stricts from now until Jan. 1 the 
use of copper in over 100 civilian 
products to about 60 per cent of the 
amount used during a 1940 base 
period, with use banned completely 
next year except for non-decorative 
plating; 2. prohibits use of copper 
in building construction after Nov. 
1; 3. reduces the use of copper in 
all items not on the list to 70 per 
cent of a 1940 base period. 

Seven general categories are on 
the prohibited list: building sup- 
plies and hardware; house furnish- 
ings and equipment; dress. ac- 
cessories; jewelry, gifts and novel- 
ties; burial equipment; automotive, 
trailer and tractor equipment; and 
a miscellaneous group which ranges 
from barrel hoops to toys. 


Exceptions Provided 


There are seven exceptions to the 


order. Restrictions do not apply 
to Army, Navy, Lend-Lease or 
other government agency contracts 


where the use of copper is specified; 
to products covered by underwriter 
or other safety regulations; to cop- 
per used as a conductor of elec- 
tricity; in chemical plants where 
corrosive action makes other mate- 
rials impractical; in research labo- 
ratories; in hydro-electric plants; 
and for condenser or heating ex- 
changer tubes and tube sheets in 
steam generating plants and oil 
refineries where corrosive action 
invalidates the use of other mate- 
rials. 

Among items on the blacklist for 
which substitutes must be found 
are matrices, signs, radios, marking 
and labeling devices, cans and 
other containers, advertising spe- 
cialties, fans, heaters and _ stoves, 
air conditioning equipment, lighting 
fixtures, nuts and bolts, cosmetic 
containers, beverage dispensing 
units, and stationery supplies. 

The order came as no surprise to 
those aware of the desperate OPM 
effort to find enough copper to meet 
current and pressing defense needs. 
Total production for the current 
month is 138,700 tons and total de- 
mand, including civilian, is 259,479 
tons. The demand for the month 


from the Army, 


— ee 
Navy and ther 
primary defense agencies is 144.439 


tons—more than the total pro. 
duction. 

Estimates for 1942 show th, itu. 
ation will continue serious. Th, 
indicated shortage for the ir 
even if the approximately on thirg 
| of the supply which must im- 
ported survives shipping hazard. 


and arrives safely—is 750,000 ton. 
if defense and civilian deman 


are 
added together. Shell casings alone 


|are expected to take one-third o¢ 


4 


the total 1942 copper supply 


K. C. ‘Journal’ Sold 
to Group Headed 
by Harry Newman 


Kansas City, Mo., Oct. 22 Th 


Kansas City Journal has bee) 
chased by Washington and K 


Al~ 


City interests from the Her L 
Doherty estate. Harry Nev man 
former publisher of The _ Ff rth 
Estate, first president of Col. nbis 
Broadcasting System, and one -tim, 
publisher of Judge and the old Life 
headed the group and is edito: and 
publisher of the paper. 

Other members of the execiitiye 


staff include Orville S. McPherson 
formerly president of the K insas 
City Journal-Post company which 
had previously operated the puper. 
president and associate publisher: 
J. C. Johnsen, vice-president: Rus- 
sel H. Miles, vice-president and 
general manager; B. P. Campbell] 
managing editor; and Ray Runnion, 
associate editor. 

Mr. Newman refused to identify 
the “Washington and Kansas City 
interests” associated with him in 
the purchase of the paper, but told 
ADVERTISING AGE that Harvey R 
Malott will continue as advertising 


director and that Lorenzen and 
Thompson will continue to repre- 
sent the Journal in the national! 
field. 


World Series Games 
Get CAB Rating of 32.8 


The 1941 World Series basebal! 
broadcasts, sponsored by Gillette 
Safety Razor Company over the 
Mutual network, were listened to 


by 32.8 per cent of radio set owners 
in the country, according to a sur- 
vey by the Cooperative Analysis of 


Broadcasting. The figure is an 
average for all five games. 
The recent battle between the 


New York Yankees and the Brook- 
lyn Dodgers compared favorably i 
sizes of audience with previous 
years. In 1935 the Tigers-Cubs 
series attracted 35 per cent of set- 
owning families. In 1937 the Yan- 
kees-Giants series rated 25.3. The 
1938 contest between the Yankee 
and Cubs attracted 33.2 per cent 
In 1939 the New York Yankees- 
Cincinnati Reds series rated 21.3 
while in 1940 the Cincinnati Reds 
Detroit Tigers games rated 25.2 


Hands Out Dealer Sign 
Phileo Corporation, Philadelphia 
is now distributing an outdoor elec- 
tric sign to its dealers. The deale 
sign will feature the dealer’s nam 
and the Philco brand, and wil! be 
lighted by fluorescent lights. 


AN OPEN LETTER to 
Advertisers Who Think 
They are “OVER SOLD” 


. He expects to go out of busi- 
ness as soon as the parade 
is over.” 


log scontit ‘hi " oc ag 

VIDED THI FOLLOWING CONDI 

PIONS PREVAIL 

. His present competitors stop 
advertising. 

. No new competitors enter 
the field. 

_ No one discovers a substi- 
tute for his product. 

. None of his present dealers 
goes out of business. 

.No new dealers enter the 
picture. 

. His dealers do not realize 
he has stopped pushing the 
product. 

. The public stops being born. 

. The public stops dying. 


. The public stops forgetting 
—and provided. . . 


oth next wee 


RAKI RS" HI 


im carry an important part of t 


With worthwhile baker-buyer 
FUTURE BUSINESS IS PRICEL! SS 
Worthy of Systematic Cultivat 
in a Well-read Bakers’ Mage 


330 SOUTH WELLS ST. CHICAGO, ML. 
270 BROADWAY. NEW YORK, N.Y. 
427 W. Sth ST. LOS ANGELES, CAL. 
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Blackout’ Features 
New Star Razor 
Blade Campaign 


New York, Oct. 21.—An adver- 
tis technique very familiar to 


Bri’ shers will be introduced to con- C * bd ® 

sul s in this country next month 

wl American Safety Razor Com- ] j & ul a ] QO n ] ~~ 
pany starts a 


new campaign 
for Star single 
edge blades, fea- 
turing the black- IN 
out as a major a 

theme. The drive, 
calling for fort- 
nightly insertions 


Sees in Collier's, Lib- 7 * 
erty and The 
: Saturday Even- 
ing Post, will 
the company’s return to 


magizines after an absence of three 


Each layout in the series will 
consist of a jet black reverse plate 


. ° 

with copy confined to two balloons th [ b [ f f > 
n erse, plus a small reproduc- wi Ou ene l oO con eS S. 
tion of a Star blade, also in white 

on black. Typical of the copy con- ‘ ‘“ 
tained in the balloons is the first ad, 

which reads: “What? ‘No bristly premiums or special offers 
chin tonight, Tom.” The rejoinder 

5 I've switched to Star Single 


Edee Blades.” Another insertion: 
“My, your face is smooth tonight, 6 Months 6 Months 
ee ee on ee Period Ending Period Ending 
Single Edge Blade!” y ) 

The new Star campaign follows CITY March 30, 1941 Sept. 30, 1941 
the recent conclusion of a series of 


Wythe Williams news broadcasts 


over 100 MBS stations. Meanwhile, Ba nner . ? P . 7 , . ae 54%, 562 3 6,( \Y( ) 


he company’s Gem Division is con- 


tinuing with a schedule in 150 z ye ee oe « 2 2g & 2 
newspapers, featuring a special offer I C nnessean, daily ? * , - - + It dd 6, 166 
on the new Gem reversible blades. ryt ’ - omy 
Army and Navy publications will | cnnessean, Sun. ° ° ° ° . e 59,269 61,1 / ] 
ilso be used for both Star and Gem 


Christmas gift lines. 
Federal Advertising Agency 


handles the Sean: . RETAI L ZON E 
Latin-America Gets 
“March of Time” a © 


Time's news - dramatization radio 
7 program, “The March of Time,” re- 


cently revived on United States air- Banner ° ° ° ° ° . . . . ° 1 6,65 


aves, will be  short-waved to 


7 17,701 
night by Stations WGEO; Schnee. Tennessean, daily . . 2...) 12,521 13,119 


tady, and KGEI, San Francisco. a — 
330 $7,700 


Carriers 


One station will blanket the East _ IOC. . 
coast of Latin America, the other ‘| CnnNeSSCan, Sun. . . . . . . $4 
the West coast. Both broadcasts 
vill be in English. 


ae Mail 


Gordon Succeeds Stowell 


Elizabeth Gordon has been ap- Banner ° ° ° ° ° e e ° e ° 1 O,5 29 1 0, i 1 
pointed editor-in-chief f House 4 ° 
Bear tifull, : > elgg mag aeeneiinn 7 eCnnessean daily 1 + 229 1 6 1 Q6 
Kenneth K. Stowell, who has re- = ¢ 5 ‘ h ° ° ° ° ° e 5 4 


tired to private practice as archi- a a . \ a Es 

tectural consultant. Miss Gordon | Cnnessean, Sun. ° e ° e ° ° Ps 352 £,91 () 
was formerly with Good House- 

keeping, New York, where she di- 
ected studio, building and decorat- 
ng activities 


Open WAVE Studios TOTAL NET PAID 
Station WAVE, Louisville, has 
Opened its new studios at Preston 


street and Broadway. The station 


Se et oe Banner 67,008 70,578 
‘Tennessean, daily 67,295 72,887 
‘Tennessean, Sun. 117,988 123,853 


Publisher's Statement, period ending Sept. 30, 1941 


> \ oe 
4\ 
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Selling Advertising to the Public 


H. W. Roden, president of Harold 
H. Clapp, Inc., and chairman of the 
board of the ANA, told the ABC 
at its recent convention that adver- 
tising cannot be defended as such, 
but only as an integral part of the 
American de- 
plored the idea of campaigning to 
sell the American 
public and talking about the bless- 
ings which advertising, per se, has 
brought to the consumer. 

His statement was significant, in 
view of the fact that the joint 
meeting of the Four A’s and the 
ANA next month will be devoted 
to a study of the increasing trend 
at Washington 
and regulation of advertising, 
through such taxation, 
price controls and other means. Yet 
that 
usually the result of public senti- 
ment, and that to maintain adver- 
tising facilities on a 
the public must 
advertising activities. 

The American Tobacco Company, 
recognizing this situation, in- 
itiated a plan to talk about adver- 
tising and its affect on retail prices 
in “Information Please.” It 
limited the discussion in the 
show to emphasizing the fact that 
advertising costs are an infinitesi- 
mal part of the price paid by the 
without pointing at the 
equally obvious fact that advertis- 
ing makes it possible to buy a fresh 


selling process. He 


advertising to 


toward restriction 


devices as 
legislation is 


it is recognized 


normal basis 


favor legitimate 


has 


has 
radio 


consumer, 


package of Lucky Strikes any- 
where, at any time. 

Don Murphy, president of the 
National Industrial Advertisers As- 


which under his leader- 
ship bids fair to make its influence 
felt on a much broader front than 
heretofore, told the engineering 


Association of 


sociation, 


Advertisers Chicago 


that 
attacks an 


recently because of 
mental advertising, 
vertisers must both clean house and 
the public that 
ing is a social and economic benefit 


govern- 
ad- 


convince advertis- 


to the consumer as well as the 
manufacturer or merchant 
All of these comments add up, 


we believe, to the fact that while it 
is necessary for advertising to have 
increased public acceptance and ap- 
proval, the case cannot be stated in 
but the 
viewpoint of the selfish interests of 
the individual consumer. We _ be- 
lieve that Mr. Roden mind 
the , abandonment of generalities 
praising and the 
stitution of information 


abstract terms, only from 


has in 


advertising sub- 


factual 


which will show how _ business, 
through advertising, broadens dis- 
tribution, improves quality and 
service and reduces costs 

Can the “me” interest of adver- 
tising to the public be developed 


successfully? We believe that it 
Fred Gamble, of the Four A’s, 
for instance, developed an interest- 


can. 


ing approach in his Tulsa speech, 
reported in this issue of ADVERTIS- 
ING AGE, is suggesting that adver- 


tisers sell the idea of job security 
to their employes and those of thei: 


suppliers. This is a practical and 
appealing suggestion which is ex- 
tremely simple and can be easily 
applied, but which has been too 


much neglected in considering the 
public relations problems of adver- 


tisers and advertising 


The ANA-Four A’s meeting will 
undoubtedly develop many worth 
while suggestions for a common- 


for meect- 
pressing problems. But 
in all of them the selfish interest of 
the individual 
the 


sense, practical program 


ing today’s 
consumer must be 


primary consideration 


Price Control Problems 


The price control] bill now before 
Congress will probably be passed in 
form. Thus far no effort 
been made to include wages within 


some has 
the scope of the bill, although labor 
costs are the principal factor con- 
The 
farm products is also handled gin- 
gerly, although are indica- 
that farmers not averse 
to some program which would pre- 
vent markets for agri- 
cultural products. 


trolling prices. question of 
there 
tions are 


runaway 


Canada, which is showing in- 
telligence and courage in dealing 
with its war economic problems, 


has just put into effeet a price con- 


trol system which includes wages 


and all other 
tion plan 


stabiliza- 
This does not mean that 


prices in a 


wages are frozen, but that they will 
be advanced broadly as the cost of 
living advances. In 
all workers, organized or 
unorganized, will be protected from 
the effects of in the costs 
of the consume, 
while the stabilization of wages and 
other prices will help to keep liv- 
ing costs down 

It has said, without denial, 
that political considerations prevent 
the inclusion of and farm 
products in the price control bill 
now being considered by Congress. 
It seems to us that the only 


other words, 


whether 


Increases 


commodities they 


been 


wages 


suc- 


cessful approach to the problem 
must be made from the standpoint 
of the general interest with fair 


treatment for all 


ing Oe as 
fe Wai aieee 


RECALLING THE BUYERS' MARKET 


‘Remember when they used to slam the door in our face?” 


Ad-libbing 


Institutional Movie Copy 

Escape from the world’s cares via 
the movies is offered in this insti- 
tutional advertisement of the Bala- 
ban & Katz theaters of Chicago. 
Bob Hope in “Nothing But the 


Collect it today: Iii Ga / 


saan ee 
AIR CONDITIONED 
St ie the Loop. cae eran your home Showing all the Rea Pictures 


Balaban € 


Truth,” 
B. & K 
tie-up with 
incidental 


ippearing at one of the 
houses, makes a natural 
the copy and gets an 
plug This 1,200-line 
newspaper insertion is the second 
in a possible the first, a 
month ago, being headlined “When 
did you hold your wife’s hand 
last?” W. K. Hollander, advertising 
director, claims B & K_ theaters 
pioneered in institutional advertis- 
ing some years back Roche, Wil- 
liams & Cunnyngham, Chicago, is 
the agency. 


series, 


Fun for Young and Old 


The interesting promotion 
piece this promotion-weary conduc- 
tor has seen for many a moon is 

From the Bottom UP,” which 
Mutual’s Robert A. Schmid passed 
out to the expectant boys and girls 


most 


in the business just before’ the 
Louis-Nova bout and the world 
series 


“Each year,” Mr. Schmid explains, 
“we try to do at least one promo- 
tion piece which you will want to 
take home. Part of our story con- 
cerns next week's Louis-Nova bout 
and world series (both of which are 
Mutual exclusives) but these 
represent only two of the program- 
ming strides which—in seven short 
years—have carried Mutual “From 
the Bottom UP.” It’s our belief and 
enthusiasm in these strides that has 
brought two pounds of verse to your 
desk.” 

Well, the handsome book is filled 
with verse, magnificently illustrated, 
and interrupted occasionally by 
spreads filled with die-cut paste-ons 
that open into the most interesting 
three-dimension scenes you've ever 


seen. Here's the verse that sets the 
stage: 

Horatio Alger always said 
Ambitious boys would get ahead. 


aaa leanieieeeetineeetal 


'And we're the lads who proved it so, 


By rising high from very low! 
The story’s long. Your time is short. 
Suppose we concentrate on Sport... . 
Which gives you a clue to the fun 
you can expect to get from reading 
the rest. And those three-dimen- 
sional spreads really are wonderful. 
If you’ve got a copy and aren’t tak- 
ing it home, you’re cheating your 
family and friends of fun for young 
and old. 


Hold That Fire! 

For a tale of that can be 
classified as strictly mammoth, lend 
your ear to this: 

Act Il. The Newark Safety Coun- 
cil sends out a blurb, which 
“Television played its part in broad- 
casting a Fire Prevention Week 


woe 


Says, 


show for the first time when the Na- 
tional Broadcasting Company sent 
its mobile units to Newark on Fri- 


day afternoon, October 10, to put on 
the air a demonstration of modern 
methods of fire fighting. The dem- 
onstration, sponsored by the New- 
ark Safety Council as part of its 
Fire Prevention Week activities, 
was held on the combined proving 
grounds of the Pyrene Mfg. Com- 
pany and the C-O-Two Fire Equip- 
ment Company. .. Various types of 
fires encountered in industry, rang- 
ing from burning transformer banks 
to oil tanks, were built and 
extinguished by modern fire-fight- 
ing equipment.” 

Act Il. The Pyrene Mfg. Com- 


also 


pany sends out a release. It reads 
as follows: “Yesterday a_ release 
from the Newark Safety Council 
announced the first fire show eve 
to be televised. We regret that this 
telecast which was scheduled fo1 
this afternoon had to be cancelled 


due to a real downpour, the first in 
several weeks.” 


Jottings 

Wheeler, Kight and Gainey, Co- 
lumbus agency, has developed a de- 
vice which it calls the Suggesto- 
graph, and which is reported to be 
serving exceptionally well in un- 
covering copy themes which have 
not previously been thought of, 
especially in the cases of manufac- 
turers who insist that they can't 
advertise because they can't fill 
orders. The Suggestograph is 
letter-size sheet printed in two 
colors, listing “30 timely topics ideal 
for advertising and publicity treat- 
ment.” The topics are broken down 
into “your present markets,” “new 
markets,” and “purely public prop- 
aganda,” and a sort of cross-index 
of “objectives achievable by adver- 
tising or publicity” covers ten gen- 
eral subjects, such as “defense par- 
ticipation credit,” “consumer confi- 
dence,” “dealer-jobber enthusiasm.” 
etc 

Last week employes of the local 
Lane Bryant store paid for a 150- 
line advertisement in all Philadel- 
phia dailies to congratulate the com- 
pany on its 40th anniversary, as 
“our way of showing you in a small 
way the appreciation we feel to- 


ward you for all you have done on 
our behalf.” 
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for 
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The following documents ma be 
secured without charge from © om 
panies sponsoring them, or throug), 
ADVERTISING AGE, by any nat! na) 
advertiser or advertising agi ne, 
executive writing on his bus es 
letterhead. 


No. 1890. Bus Transportation 4 »- 


nual Survey. 

The size and growth of the bu. in- 
dustry is shown in this folder is \\eq 
by Bus Transportation. The 
includes tables of figures on 
duction of city, intercity, con 
carrier and school buses, ope: 
statistics for the industry, 
analyses of ownership, servic« 
school buses. 


No. 1891. Up-to-the-Minute Fc 


on Rockford. 

Market data for Rockford an: 
13-county area are offered in 
news letter issued twice a mont} 
by the Rockford Star and Regis 
Republic. The state of business a; 
shown by postal receipts, bank 
clearings, new car sales and ot) 
indexes is brought out. 


1892. The Nation’s 
Board of.Agriculture. 
The story of radio and the far 

is told in this brochure, issued 
National Broadcasting Comp: 
which reminds the reader that 
National Farm and Home Hou 
celebrated its four thousandth co: 
tinuous broadcast a short time ; 
The story relates the history of 
program and shows how “rad 
spans the distance between city and 
farm and unifies a nation of list: 


ers.” 


No. Bull, 


No. 1893. Free-Lance Photograp! 
Free-Lance Photographers Guild 
has issued this bulletin, which co 
‘tains a series of articles on effectiy« 
use of photographs. The articl 
discuss the photographic problen 
in relation to advertising, and sho 
numerous ways in which editori: 
photographic technique is influen 
ing photography as used in adve 
tising. 
No. 1881. How to Advertise and 
Sell to Hotels and Restaurant 
The principle theme of this book- 
let, issued by Ahrens Publishing 
Company, is to suggest ways and 
means of maintaining advertising 
schedules in the face of a shortage 
of materials and equipment. Charts 
illustrate current data on the hotel! 
and restaurant market, with severa 
pages of charts showing sales de- 
partment set-ups in these fields 
One section is devoted to a 
analysis, which includes comment 
from readers on the appeal of cer- 
tain types of copy. 


No. 1883. The Memphis Market 


Memphis Publishing Company 
publisher of the Commercial Appea! 


( ops 


and Memphis Press-Scimitar, 
issued this study of the city, it 
market and newspapers. Figure 


show the population increase ov‘ 
the past 40 years, payroll, by indus 
trial groups, and wholesale 
retail sales. Important wholesait 
and retail outlets are listed, a) 
detailed study of newspaper c: 
age is tabulated. 


No. 1838. How 123 Products 


ally Sell in Syracuse. 

Brand preferences and bu) ins 
habits covering 123 products a! 
shown in this new study issut 
Radio Station WSYR. The mat 
includes two surveys: one by 
sonal interview method and 
other by woman’s club ques! 
naire. A third section provid: * 
summary of the two. 


No. 1802. The Psychology of ‘ 

and The Symbolism of Col 
General Printing Ink Corpo! I 
has issued two new folders, °™ 
dealing with the symbolism and 

other with the psychology of « 
Both help to suggest the use a 
certain hue for a given purpo 
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FIC Orders Ford 
to Quote ‘All 
Charges’ in Copy 


Supreme Court Refuses 
to Review Finance Plan 
Ruling 


W.-hington, D. C., Oct. 24.—The 
Federal Trade Commission wound 
up it» price advertising case against 
Ford Motor Company today by 
su a cease-and-desist order 


forbidding mention of price in copy 


unl the figure quoted includes 
‘al} charges for any equipment or 
accessories illustrated or described 
n the advertisement or necessary 
for the operation of the car, or 
customarily included as_ standard 
equl} nent.” 

TI FTC order was directed 
wainst Ford national advertising 


large numerals 
designating the f. 0. b. price of the 
car illustrated or described. These 
according to FTC findings, 


included 


figures, 

were featured in such a way as to 
create the impression that fully 
equipped cars so illustrated or de- 
scribed could be purchased com- 
plete and ready for operation at 
the f. o. b. or delivery point for the 


designated prices, or at other and 
distant points for the designated 
prices plus actual cost of transpor- 
tation.” 

FTC ruled that the cars pictured 
or described were not usually sold 
featured price, and that the 
quoted applied only to less 
expensive Ford models. In order 
to buy the advertised models, ac- 
cording to FTC, purchasers had to 
pay additional charges for such ac- 
bumpers, bumper 
guards, spare tire, and tube or tire 


lock 


igures 


cessories as 


Other Costs “Obscured” 


Othe 
made 


eru 


additional charges were 
frequently to cover taxes, ad- 

handling and condition- 
order asserted, and where 
tatements concerning these extra 
included in advertising 
they were printed in such fine type 

‘as to be almost totally obscured 
by the larger type of figures 
turing the f. o. b. price.” 

The order directs Ford to cease 
advertising the price of any car un- 
less the figure quoted represents 
the true retail price at the place 
designated for sale of the car, and 
this figure must include all acces- 
illustrated or described, or 


ing, 
ng, the 


cosis were 


fea- 


SOTIesS 


necessary for operation, or custom- 
arily included as standard equip- 
ment. This price must also include | 


charges 


for advertising, delivery or 
handling. 


The order further directs Ford 
lo cease quoting retail prices in ad- | 
vertising “unless the true retail 
price is set out in juxtaposition 


thereto in words or figures equal in 
size and conspicuousness to the 


terms designating the price of any 


-»emore than just 
a radio station -- 


a Baltimore 


institution! 


other passenger motor vehicle 
ferred to in the advertisement.” 

All federal, state and local taxes 
must be included in the advertised 
price unless copy legibly states im- 
mediately adjacent to the price that 
the figure is subject to additional 
charges for such taxes. 


COURT DENIES REVIEW 

Washington, D. C., Oct. 22.—The 
Ford Motor Company's petition for 
review of lower court decisions 
upholding the Federal Trade Com- 
mission order to cease using the 
term “6 per cent” in advertising the 
Ford automobile financing plan was 
denied this week by the Supreme 
Court. 

The high court also stayed for the 
present the effect of its order of the 


re- 


previous week against General Mo- 
tors Corporation, because an appli- 
cation for a rehearing is anticipated. 
General Motors and three of its 
subsidiaries sought a review of the 
lower court conviction of anti-trust 
violations in car financing opera- 
tions. 

The Ford case revolved about the 
manufacturer’s advertising of a 
financing plan with Universal 
Credit Corporation by which pur- 
chasers paid $25 a month, “financing 
at one-half of 1 per cent a month 
or 6 per cent for six months.” FTC 
held that this copy misled the pub- 


lic into believing the plan called 
for simple interest at 6 per cent, 


with balances declining as reduced 
by monthly payments 
In appealing the court of appeals 


verdict 
For d 


Was 


accepting the FTC stand, 
denied that its advertising 
misleading but contended the 
practice had been discontinued be- 
fore FTC took action in 1936. FTC's 
order contended that Ford purchas- 
ers actually paid 11.5 per 
their declining balances 


cent on 


Cumine Joins Walsh 


Robin C. Cumine, formerly with 
Bomac Engravers, Toronto, as 
art director, has joined the execu- 
tive staff of Walsh Advertising 
Company, Ltd., Toronto 


Haller Names Korn 

W. A. Haller Distilling Company, 
Pittsburgh, has named J. M. Korn 
& Co., Philadelphia, to direct its ad- 
vertising. 


Catches Defense Tempo 
United Air Lines, featuring in 
its copy the theme that the air line 
is the nation’s basic business artery, 
is inserting page size units in Busi- 
ness Week, Collier's, Newsweek, 
The Saturday Evening Post, Time 
and U. S. News. The magazine 
campaign supplements a_ fourth- 
quarter newspaper drive in whic! 
United is using insertions ranging 
from 420 to 1,500 lines in metro- 
politan newspapers. N. W. Ayer & 
Son, Philadelphia, is the agency 


Features Photographs 

Coronet, Chicago, will feature 16 
photographs in its November issue 
as the ones it considers “‘most mem- 
orable.” They will be reprinted in 
the issue which marks Coronet’s 
fifth anniversary. 


HIS farcical fugitive from a glue factory poses a potent 
puzzler. For broad brimmed Stetsons and gay kerchiefs 


are no indication of who has won his spurs 


and how. 


Executives in business, too, may at first glance all look alike. 
But try putting them astride one of today’s bucking business 


problems, and you'll quickly learn who’s the boss . 


.. and why. 


Take the quarter-million executives who read NEWSWEEK, 
for example. How do we — and you — know they’re the tops? 


85°, of them recently said that they directly participate in 
buying such items as machinery, equipment, trucks, tires 
and accessories, and other materials and equipment for 
business use. 


Find the holders of industry’s purse strings, and you’ve found 
the men who are handling the reins on America’s forward drive. 


This is just another of the many pieces of evidence we’ve 


corralled in recent months. . 
logic how NEWSWEEK has become, 


p. 4 Vewsuvek consist nlly devotes more spree 


lo national and 


nen 


was lope 


magaciw 


all showing with indisputable 


THE NEWSWEEKLY THAT CHANGED EXECUTIVE READING HABITS ° 


rorld events than any other weell 


another reason wh yomore of Loney 


recutives are turning to Vewsweel every weed 
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Hill Named Kastor V. P.; 
Heads Copy Department 


Weston Hill, who joined the 
agency at the first of the year, has 
been named vice- 
president and 
creative director 
of H. W. Kastor 
& Sons Adver- 
tising Company, @ 
Chicago He 
will head ithe 
recently - estab- 
lished copy de- 
partment which 
replaced the 
group system of 


copy production. 2 
Before coming 4 a 
to _— the Kastor - 
agency, Mr. Hill , 
had been asso- Weston Hill 
ciated with Blackett-Sample-Hum- 


mert’s New York office and was on 
the copy staff of Ruthrauff & Ryan, 
New York 


“Dun’s” Shifts Men 


Russell B. Smith, formerly ad- 
vertising manager of American 
Business, has been named Western 
advertising manager of Dun’s Re- 
view with offices in Chicago. Law- 
rence Mitchell has been named 
New England representative with 
offices in Boston, and R. J. Birch & 
Co., San Francisco, has been named 
Pacific Coast representative. 


Brunswick Hits 
Faster Pace in 
Bowling Drive 


Three-Ply Promotion 
Keeps Step with Sport's 
Growth 


By FRANK HICKS 


Chicago, Oct. 22. Marching 
cheek by jowl with the marvelous 
strides in the sport of bowling these 
days is a three-ply advertising cam- 
paign by The  Brunswick-Balke- 


Collender Company which repre- 
sents a marked expansion over 
space used in previous years. And 


you won't be far wrong if you say 
that much of the progress made in 
the sport in recent years is due to 
the potent promotion methods of 
this company whose _ hundredth 
birthday is only three years away. 

The advertising campaign is 
dubbed three-ply because general 
magazines are being used to push 
along three different avenues, all of 


them, of course, leading directly to! program is 


sales. This formidable program also 
is aided and abetted by the use of 
newspaper and_ business’ paper 
space. 

Part of the company’s advertising 
program is devoted to the second 
annual Brunswick Bowling Carni- 
val in which $50,000 in prizes will 
be awarded. This open contest is 
broken down to six nine-day con- 
tests, one each in October, Novem- 
ber, December, January, February 
and March. Bowlers have regional 
preferences; for instance, in New 
England it’s candle pins, in Pitts- 
burgh it’s rubber band duck pins, 
through the East and Southeast it’s 
duck pins and from the Middle West 
to the West Coast it’s ten pins. So 
Brunswick-Balke-Collender has met 
the situation by offering $5,000 
additional in special duck pin prizes, 
and an additional $1,500 each for 
candle pins and rubber band duck 
pins, the carnival in these three 
groups running three months while 
in the case of ten pins, six months, 


Appeals to Women 


Two-color copy promoting the 
carnival calls for two_ insertions, 
one of which has just appeared, in 
Collier's, Good Housekeeping, Mc- 
Call’s and The Saturday Evening 
Post. An innovation in this year’s 
the use of women’s 


(1940 U. S. Census). 


To get these overworked Houston cash registers working for 
YOU too, promote your product with advertising in The Houston 
Chronicle . . . for 28 consecutive years the all-out leader in Hous- 


There are thousands of busy machines of different kinds in indus- 
trial Houston where Uncle Sam is spending more than a HALF 
BILLION dollars this year for national defense . .. but the busiest 
machines of all are the cash registers . . . in Houston. 

Payrolls are currently 25.7 per cent ahead of last year in this 
NORMALLY above-average market, where $20,000,000 more is 
spent annually in retail stores than in any other Southern city 


ton in Circulation and Advertising. 
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R. W. McCARTHY 


Nationol Advertising Monager 


THE BRANHAM COMPANY 
Notional Representatives 


is year, The Chronicle GAINED 367,659 lines of 
advertising, while the second Houston newspaper 
LOST 85,676 lines, and the third Houston newspaper LOST 
119,051 lines (Media Records’ figures). 
Chronicle’s FIRST-for-28-years record, and you have ample evi- 
dence that The Chronicle SELLS Houston—and does the job alone! 


THA OUSTONICHRONICLE 


FIRST IN CIRCULATION AND ADVERTISING FOR 28 CONSECUTIVE YEARS 


NY 


~~ 
x; 


we 
, 
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Couple this with The 


magazines, the first carnival pro- 
motion last year being restricted to 
general magazines. It’s too early to 
determine the results of this move 
but one thing is apparent: there is 
an avid and growing interest in 
bowling on the part of women. 

Carnival copy advises readers 
that in order to learn the name of 
the nearest bowling establishment 
where Brunswick Carnival prizes 
can be won, all that is necessary is 
to lift the telephone receiver and 
ask for Western Union. Initial copy 
also urges readers to ask the near- 
est bowling proprietor about “Learn 
to Bowl Week.” The second inser- 
tion of carnival copy will appear 
in late December and early Janu- 
ary. At the opening of the carnival 
in October a cooperative arrange- 
ment was worked out for alley pro- 
prietors by which the company 
agreed to pay the national rate for 
500 lines of advertising in news- 
papers if the local proprietors took 
at least an equal amount of space 
at the local rate. 

The company has just released for 
the first time four-color, full-page 
copy in Collier’s and The Saturday 
Evening Post advertising Brunswick 
Centennial equipment, a new name 


for the company’s full line of 
modern bowling alley equipment, 
adopted in token of the fact that 


the company is rapidly approaching | 


the century mark. 
Uses Testimonials 


Then there is the company’s con- 
tinuing campaign, urging bowlers 
to improve their scores by rolling 
their own bowling ball, fitted to 
individual hand measurements. This 
is testimonial copy promoting the 
Brunswick Mineralite bowling ball. 
Subordinated promotion of other 
Brunswick bowling equipment also 
is included. The copy is appearing 
in both two colors and black and 
white in The American Weekly, 
Collier's, Look, The Saturday Eve- 
ning Post and This Week in addi- 
tion to the rotogravure sections of 
the Chicago Tribune, New York 
News and Philadelphia Inquirer, 
making up the First Three Markets 
Group. Special four-color Christ- 
mas advertisements will take page 
and half-page space in The Ameri- 


can Weekly, Esquire and This Week, | 


promoting a 
which will 
sent a gift 


gift certificate plan 
allow a donor to pre- 
certificate as a Christ- 
mas present, the certificate to be 
redeemable for such things as a 
Mineralite bowling ball. 

Advertisements in business papers 
are keyed to copy appearing in gen- 
eral magazines. Business papers 
being used include Bowling, official 
publication of the American Bowl- 
ing Congress: National Bowlers’ 
Journal and Billiard Revue and 
Woman Bowler. 

G. R. Stewart is advertising man- 
ager of The Brunswick-Balke-Col- 
lender Company. Stack-Goble Ad- 
vertising Agency, Chicago, handles 
the bowling and billiard account. 


Newell Succeeds Holland 


David M. Newell, magazine con- 
tributor and sportsman, has been 
named to succeed Ray P. Holland 
as editor of Field & Stream, New 
York. Mr. Holland resigned after 
18 years of editing the publication. 
The new editor has been a producer 
of outdoor pictures, was at one time 
a special correspondent for the 
New York Times in Brazil, and has 
been a frequent contributor to the 
magazine which he now edits 


Falstatf to B-S-H 


Falstaff Brewing Corporation, St. 
Louis, has named Blackett-Sample- 
Hummert, Chicago, to direct its 
advertising 


Gets Grill Account 


Mike Lyman’s Grill, Los Angeles, 
has named Milton Weinberg Adver- 
tising Company, Los Angeles, to di- 
rect its advertising. 
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e COMLENOEE COMPANY 


One of a series of testimonial advertise. 

ments being used by Brunswick-Balke. 

Collender Company, Chicago, to push 

its Mineralite bowling ball and other 
bowling equipment. 


“Monitor” Launches 
Real Estate Section 


The Christian Science Monitor 
Boston, has begun publication of 
a new classified advertising section 
dealing with real estate, which is 
unique in that it lists properties for 
sale, for rent or exchange all ove 


the hemisphere. The department 
appears in the Monitor eac! 
Wednesday. 


The Christian Science Monitor is 
now serving more than 25,000 
advertising accounts, according to 
Norman Rose, advertising directo! 


De Soto Picks Newspapers 

DeSoto division of Chrysler Cor- 
poration will place its advertising 
largely in newspapers for the com- 
ing year in order to take advantage 
of newspaper flexibility, compan 


officials have revealed. Supple- 
mentary advertising will include 
four-color insertions in magazines 


and outdoor in some cities. 


MULTIPLE IMPRESSIONS 
ON MASSES OF PEOPLE: 


35,021,292 


persons Whaley Taw 
posters each week on} 


see 


cabs in 43. cities! That» 
mass cireulation! For 
tails. write Wm, E. Whale: 


Co. Washington Building 


Louisville. Ky. 


ILLINOIS? 


Sales Management gives Decatur 
132 rating for November os- 
| ects. 2nd highest in State. 
j SOY covers Decatur and a big 
| chunk of Ilinois — — 


WSOY — DECATUR 


250 W. 1340. Full (ime 
Sears & Ayer, Rep 


How can we help » 
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Photo-Engravers 
Condemn Attacks 
on Advertising 


Antagonism of Certain 
U.S. Officials Scored in 


Resolution 


"' igo, Oct. 22.—The right of 
Ame in business to advertise its 
goor nd services fairly and hon- 
est] ithout government interfer- 
nce was demanded by the Ameri- 
ean Photo-Engravers Association ai 
ts iree-day annual covention 
vhich closed today. The stand was 
expressed in the form of a resolu- 
tion, copies of which will be sent 
to members of Congress. 

B of the resolution was an 
expressed belief that “certain agen- 
cies and officials of our government 


antago- 
various 


increasing 
in its 


have expressed 


advertising 


nism to 


forms, evidently prompted by their 
iesire not alone to control, regu- 
ate and prohibit advertising as 
uch but through that medium as 
well to control and regulate the 
freedom of the press.” 

Continuing in this vein the reso- 
ution observed that “while we 
believe it proper for the govern 


ment to protect its citizens against 
false. misleading, indecent and im- 
moral advertising, we cannot and 
must not permit this legitimate and 


pro} activity of government to 
be perverted into a cloak by which 
estrict, limit and regulate all 
forms of advertising and, indirectly, 
to regulate a free press.” 
In explanation of its stand the 
esolution continued: “Advertis- 
ng not only serves a sound eco- 
nomic purpose in making possible 


e widespread distribution of goods 


on a large scale production basis, 
thereby furthering high standards 

living for our people with con- 
sequent employment and prosperity 
but also is the foundation of thx 
gre raphic arts industries with 
all the benefits that they bring to 
oul conus through the activities of 
a free press with consequent free- 
dom of expression and freedom of 
communication for all.” 

Demand Government Action 


The resolution concluded with a 
demand that members of Congress 


take “prompt and effective action 
to put an immediate stop to efforts 
on the part of government officials 


to assassinate legitimate advertis- 
ng and thereby to interfere with 
the freedom of the press.” 


In view of the fact that the photo- 


engraving industry in its use of cer- 
tain materials and chemicals, par- 
ucularly copper and zinc, does not 
permanently withdraw these mate- 
rials from defense uses but only 
temporarily diverts them from the 
available supply, it also was re- 
‘solved that the interests of national 
defer would best be served by 
Maintaining a full and free flow of 


a 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


C\ Any Edward Petry Office 


these materials and chemicals to 
the industry. Later, Edmund H. 
Eitel, representing the Office of 
Production Management, assured 
the convention that the industry 
would have no difficulty obtaining 
these essential materials because 


printing is essential to a free press. 

Most of the sessions were devoted 
to technical phases of photo-engrav- 
ing. Albert Hoffman, who was re- 
elected president of the association, 
gave the keynote address. Edward 
L. Kunze was chairman of the gen- 
eral convention committee. 


| Gets Milk Account 


Dean Milk Company, Chicago, 
has named Chadwick & Harriman, 
Chicago, to direct its advertising 


Form Industrial Editors 


The National 
trial Editors 
organized 
president of 


Council of Indus- 
Associations has been 
with Garth Bentley, 
the Industrial Editors 


Association of Chicago and affiliated 
with Seng Company, as president. 
Other officers elected at a recent 
Chicago meeting are Clement E. 
Trout, Oklahoma A. & M. College, 
Stillwater, Okla., recording secre- 
tary; Howard Marple, Monsanto 
Chemical Company, St. Louis, treas- 
urer; and Robert Newcomb, editor 
of Stet. New York, coordinator. 


Richards Joins Bond 


Charles Richards, formerly with 
WTIC, Hartford, has been named 
director of sales for Bond Hotels. 


Hartford 


Young Advertising Men 


Elect Officers 


Henry Kress has been reelected In its most extensive Christmas 
president of the Association of advertising campaign, Shulton, New 
Young Advertising Men, New York. York, this year will use insertions 

Other officers elected were: Ist in 16 national magazines and 38 
vice-president, Ray Teler, Whitney roto sections of newspapers through- 
Mfg. Company: 2nd vice-president, out the country. 

Peter Barrazotto, Cecil & Presbrey Newspaper advertising promoting 


treasurer, 


Export Advertising Service: 
tary, Jesse Stechel, Liquor P 
tions; recording secretary, 
Asselone, Best & Co 


Joseph Madden, 


WNAX Adds Storm 


Station 


sistant 
Council 
chandising 


Store 


WNAX, Sioux City, 
added Harold Storm, 
advertising 
Oak 
staff 


O. D. McKasson, Jr., formerly 

has with the newspaper's local display 

formerly as- advertising department, has been 

manager of the shifted to the advertising counsel- 

s, to its mer- ors’ department of the Des Moines 
Register and Tribune 


National 


Vincent 


Shulton Schedules 
Christmas Drive 


lines of toiletries 
Nov. 30, with 
appearing Dec. 
Associates is the 


Shifts O. D. McKasson 


the company’s four 
is scheduled to break 
follow-up insertions 
14. Wesley 


scecre- 
ublic 
agency 
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That lacks something as badly as beans sans pork, 


Or griddle cakes dry of syrup. 


Or a national magazine schedule without The New York Times 


Here’s 


¢ over 800.000 nation-wide distribution among above-average-income 


¢ concentration in big and busy New York. 


' lil, 


ii 
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a magazine that’s sauce for any sales campaign . . . 


where bigger sales opportunities demand bigger coverage 


¢ plus influential distribution in big-buying markets all over the country 


¢ plus a women’s-appeal news background that includes 


more 


“homemaking” 


news in a typical 


month’s issues than in leading women’s service monthlies 


¢ plus the unequalled selling power of 


America’s biggest Sunday advertising medium. 


Beans without pork? Well... 


Stew without potatoes? Hmmm... 


A magazine list without The New York Times 


For PROFIT’ 


S sake. No! 


Magazine? 
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Voice of the Advertiser 


This department is a reader’s forum. 


Small Ads “Arrest” 

To the Editor: Next to the war 
ind the weather, these ads for KHJ 
ire arousing more interest than 
anything else in the papers around 
our office 

They are securing quite a bit of 
voluntary mail response . . one 
chap even sent in a live hen in 
inswer to an appeal to borrow a 
live hen for an extended period, 
on account of the present price of 
eggs, of course. 

The ads are running daily in the 
Los Angeles News and are prepared 
by us for Mr. Lewis A. Weiss, gen- 
eral manager of the Don Lee Broad- 
casting Company. 

JOE PERRETT. 

The Mayers Company, Adver- 

tising, Los Angeles. 

|Editor’s Note: To build a larger 
general audience for KHJ and in- 
crease interest in individual pro- 
grams, Mr. Weiss asks for a series 
of newspaper ads which would be 
modest in cost but “arresting” in 
action. A few weeks after the series 
started, he wrote The Mayers Com- 
pany that the ads “even arrest us.” 
He said almost everyone who wrote 
the station mentioned the series and 
idded, “Seriously, these ads, while 
unorthodox, have effectively 
focused the attention of many new 
listeners to our programs. And 
what is more unusual to us, not 
only are people reading the ads, but 
they are apparently looking for 
them day after day—which is some- 
thing to boast about!’’] 

vy 


Uses Workable Creed 


To the Editor: We thought you 
would be interested in seeing an 
advance proof of an institutional- 
type message which our client, the 
Hoover Company, is running in 
Life Oct, 27 

We like to feel that it may help 
to express a “working creed” which 
the country needs at this time. 

This poem was set to music and 

recording of it without advertis- 
ing is being offered to schools, 
e«hurches, sales organizations and 
other groups 
tured in. sales 
Hoover Company 

De luxe reprints, without the 
“commercial,” have also been pro- 
duced for consumers desiring them. 

FRANK SMITH, 

Vice - President, Leo Burnett 

Company, Chicago, 

| Editor’s Note: The Hoover poem, 
somewhat reminiscent of Walt 
Whitman's “Leaves of Grass,” is 
the creation of Burnett's DeWitt 
’Kieffe, and represents both origi- 
nal rhyme-making and adaptations 
of poems and papers famous in 
American history. It carries a mes- 
sage, in fact, a dozen messages, 
which may be adopted by the na- 
tion during these times. For in- 
stance: “Here, no ‘Heil’ to a fore- 
man, No slaving in terror or dread, 


It’s also being fea- 
meetings of the 


Of our own free will and volition, 


We work for our daily bread.” 


Letters are welcome. 


ARRESTING, EVEN CLIENT ADMITS 


KHJ +t 


HELLO. 1008. WHAT OO YOU NOM? 


“KAS 


After running a series of small advertisements like these in the Los Angeles Daily 
News, Station KHJ praises The Mayers Co., its agency, for getting results with a 
program on a modest budget. 


| department. 


| tion about mattresses with people 


|} act as a Spring-Air floor display of 


ments in most smaller stores have 
little or no traffic and people do not 
get into them unless they have 
asked to see a mattress; thus these 
smaller stores are missing a large 
number of prospects who don’t hap- 
pen to think about mattresses when 
they are in the store. 

Second, it can be used as a sell- 
ing display in large stores which 
have good traffic in their bedding 
The “comfort demon- 
strator’” can be used as it is in 
smaller stores to start a conversa- 


who have bought other merchandise 
on that floor or are just passing 
through. It can be used to give 
customers a better conception of 
the comfort of the mattresses than 
by sitting on a sample. It can also 


a functional type in stores that 
would, in general, not permit the 
use Of manufacturers’ display ma- 
terials. 
ROBERT K. MASON, 
Spring-Air Company, Holland, 
Mich. 


FOR COMFORT 


The young lady is demonstrating the 

ease with which store customers 

test the comfort of a mattress prodiced 
by Spring-Air Co., Holland, Mic 


The Hoover Company’s brief pro- 
motional message, at the extreme 
iower right of the advertisement, 
points to its defense activities in a 
specially constructed factory work- 
ing 24 hours a day. It adds that 
the company’s nearly 10,000 em- 
ployes are all dedicated to the “will 
to work.” ] 

vy 
Matches Pack Appeal 

To the Editor: Every now and 
then somebody comes up with a 
new twist. This time it’s the 
Stewart-Warner people with some 
clever treatment on the book match 
advertising we recently turned out 
for them. 

With the front cover of the book 
match tucked in place, the features 
of a sweet young thing on the 
‘phone and the copy “How about a 
date for a”, make for eye- and 
attention-appeal plus. The moment 
the cover is opened, the word 
“change” comes into view. Stewart- 
Warner, of course, was making a 
play for a change to Alemite winter 
gear lubricants. The back cover 
and inside printing took care of 
this angle. 

In order to achieve the desired 
effect, with the word “change” out 
of sight, we printed it on the space 
where the line “close cover before 
striking” is usually printed. The 
admonition to close the cover be- 
fore striking was placed on the 
inside cover, 

WARREN E. SCAMAN, 

Sales Promotion Manager, 

Match Corporation of America, 

Chicago 

v ’ v 


Issues Second Edition 


To the Editor: Last spring you 
reviewed the first edition of our 
publication “Advisory Service,” 
edited by Charles E. Bellatty, head 
of the department of advertising 
and marketing at Boston University, 
and the writer, which we very 
much appreciated. Now, the second 
edition is off the press, and we are 
sending you a copy of it. 

We feel that this edition is a de- 
cided step forward, as it contains 


A "WORKING CREED" FOR AMERICA 


a 


AMERICAS WILL TO WORK 


The Hoover Company, Chicago, is presenting this poetic interpretation of Amer- 
ica's will to work in Life Oct. 27 and has offered » musical recording of it to 


schools, churches and various groups, minus the advertising. 


Leo Burnett Co.. 


Inc., Chicago, handles the account. 


four four-color pages in addition to} 


an unusually interesting variety of 
advertisements by many prominent 
manufacturers. 

The primary object of this pub- 
lication is to serve as a_supple- 
mentary text for students of adver- 
tising. Many teachers have told us 
they consider it the most practical 
text they have ever used. It reflects 
modern advertising exactly as it is 
planned, created and produced by 
advertising agencies and advertising 
departments. Detailed production 
specifications on advertisements in 
full-size (this, we believe, for the 
first time) are also extremely help- 
ful. 

Four thousand copies have been 
printed for first and second se- 
mester students. Ten prize contests 

so popularly received by students 
last spring are included. Gruen 
watches, Stetson hats, Esterbrook 
pens, Merriam-Webster dictionaries, 
boxes of Ticonderoga pencils, Men- 
nen toilet kits, Walter Baker con- 
fectionery and many cash prizes 
will be awarded 

T. E. MAYTHAM, 
Batten, Barton, Durstine & Os- 
born, Inc., Boston 
P v v v 
Surprise! 

To the Editor: Copy Cub says: 
“If they keep slapping restrictions 
on the construction industry, about 
the only people able to build in 1942 
will be the casino players,” and it 
might surprise him (as it did me) 
to learn it is spelled “cassino.” 

J. B. MILGRAM, 
Brooklyn, N. Y. 

| Editor's Note: More and more it 
seems to depend on which diction- 
Our own Funk & 
Wagnalls lists “cassino” only to say, 
and specifically 
includes under the definition of the 
latter “a game of cards.” ] 


2 ¢ 
Read Every Word Dept. 

To the Editor: Re your Oct. 20 
issue, item 3 of Copy Cub’s Rough 
Proofs: “Chicago’s new daily, it is 
reported, will adopt the slogan, ‘An 
honest newspaper.’ The other pub- 
lishers breathed a sigh of relief be- 
cause the adjective wasn’t ‘the. ” 

We, too, breathed a sigh of relief 
when we learned that “the” wasn't 


an adjective 


ary one reveres. 


“same as ‘casino’,” 


ALDEN J. STAHR, 

Merck & Co., Inec., Rahway, 

N. J 

a 
Spring-Air Company Uses 
* ? 

Comfort Demonstrator 

To the Editor Attached is a 
photo of our new “stand-up-and- 
test-it” display. or “comfort demon- 
strator.’ 

The purpose of the display is 
two-fold: first, in small stores to 
have a mattress display on the main 
floor near the office or at some other 
traffic point so that when people 
come in for other merchandise or 
to pay bills, retail salesmen will 
have an opportunity to request the 
customer to lean against the unit 
and get a real idea of the comfort 
of a modern mattress and start a 
discussion of mattresses which may 
lead to a sale Mattress depart- 


CONNECTICUT'S 


2 WF sosppocee pease: 


| CONNECTICUT 


Is a real DOUBLE market 


GREATER 
NEW HAVEN 


With a POPULATION now at 


AARA 
AAAA 


374,615 
PEOPLE 


91% CITY 
COVERAGE 


A 16-page brochure describing 


Che New Faven Register 


NEW HAVEN CONN 


NEW HAVEN 
Best TEST Market 


OP s 2%, 


“REGISTER CITY” 


(THE NEW HAVEN TRADING AREA) 


SUBURBAN 
TERRITORY 


99,619 
FAMILIES 


Blanketed by CIRCULATION of 75,236 


74°, TOTAL 
COVERAGI 


This TEST market and The REGISTER 


Representatives JULIUS MATHEWS SPECIAL AGENCY — New York, Boston, Chicago De'"0" 


Oct 


8 _ eS a = 
‘ a : - —— _ 
‘i = “¢ si i a Best 7 ae : 
: 16 Jae | Tr: 
. = H 7 oo ' 
x ee nt _— a3 
: \\ ie in 
uel . ’ + -. er ' ra xe 1 § | g s a ¢ 7 
a4 Speen «Ute ei ( 
eet oa a "| ; 2 = A $ { 
ee ee) neg : +++ hh ' a. ; ' evi | a) ! ' 
Va od ) Biase => : p ee % ' a . I! 
Peis < Eee ee H 7 _ i . oy 7 ‘ 4 
Sed ae: Ps e- a. ea) Taro iy : , | » cs ( 
ad Th ia : Fe PI SINE. e Fe ie ¢) i i 
‘¢ ae ‘y! le & ibs: a r » > =a 4 . : * 99 : te : ts rs 
, Aree Mee ar Cor 
ao 7 | arr” —<< lee ae : F te can 
oii Beeweiue,  f-  e a oe Varo = 
in ~ vian was THE war o en? one? ; ne x ll Bodey : ‘S “a Si: ap A e i ; : ipl 
a ae fram smaDiu sonng have Ito P - Ee A < : ba ) ma 
ae i 5 whee ectetes , I Spr 
aie Rie 
a € | Kol 
eS ee ——— ist 
oe ee ~~ 
ae wren 
ie - eve 
ae Coe: 
es C 
as the 
ae dica 
bake dest 
seen | Ap} 
be ail bro 
, Con 
sion 
— a ent 
sk = but 
ae | that 
% wv ; url 
a eC 3 ind 
is. et : yyy 
a : Yyy eal 
ewe , Yi Y ; the 
— os BS ng 
gig? . F 
= 2 , H 
o' chiy 
a opp 
a it 
i Fra 
C Li 
— tive 
"Aid Se ee | Pir 
ef 
a 7 ‘ ne 
Y ee - 
-e ip ehapeeemnieemsamnatannmiereeptemmninaniinstentesbiinaiapiiatidnaneamiitinmmmmnieeeenin Ai > 
ail a po ee P| > 
Ss a 
; aaa SS oa 
* For further FACTS, send for 
ea 
= er i) 
oF _ fs 
= REGISTER Bafial CITY 
? ae 
: Tom, 
ot a, 
2 ee 
bal ee 
eC 
> 2 
+3 4 J we ae rk > IS «il her SB Pe, ag: ee a > fas ‘ i. é : ee? re is Se be . - Ta os Fs ‘ ee 2 ge OF ¥ va if ; s ra - oe “x8 3 i ‘ - a 5 eee ; 7 by iat oe so wee : fas - me; > > 
ee HD sie Re Ge Mag eS EE LoD aay Sey en ey ea ge oe SAN Re Ma ene on ae aye aE 
‘ ea eehll a pe Fea ee Wee iae r Brite aig, Sr a % thay ea Mag # hae : ae : a Bo Oe . ee : pet oz < Me a ‘- ie iat we Bee pe ew. Ay ae see a rage ak op ek oe : 
_. OE ERP ne any a a eer Ee Ri gee SR Nas As: Sp RR es RG en Ne ae en: EET SPM eT VE ae a4 ; 
“7 eae e a ° a, Soy te! : i Sel, J 5 ie he, : bi 5 : a. ee eS ae 4 > eo * 2 cs bes vi i Mees © : 


October 27, 1941 


ADVERTISING AGE 


17 


Coca-Cola Wins 
Trademark Fight 


j 
iner’s ruling, held that the meanings 
of the words “Esquire” and “Escort” 
are similar enough so that confusion 
would be likely. 

Commissioner Van Arsdale also 
upheld the interference claim of 
Procter & Gamble Company, in a 


Cluett owns the mark “The Guards” 
for collars and has used the same 
name for underweal! 


Set New England Days 


Declaring that “the best adver- 


Ickes Bans Signs 
from Public Lands 


Secretary of the Interior Harold 


L. Ickes has issued an order ban- 
ishing “unsightly billboards,” or 
those constituting traffic hazards, 


Newspapers for Gilbey’s 
Spey-Royal Scotch 


W. & A. Gilbey, London, will use 
newspapers exclusively in its fifth 
consecutive national campaign for 
Gilbey’s Spey-Royal Scotch whisky 


. cg in 2 . tisement for New England products from public lands. About 200,000,- this fall 
D f f C f case involving Joseph Metrie of js for New Englanders themselves 000 acres of public lands, mostly in Insertions of 500 lines alternating 
in a en $ our Milwaukee, who sought to register to use them,” the six governors of the West, are affected by the order. with 150-line copy are scheduled in 
the name “Epso” for soap chips. New England —_ ig set the Secretary Ickes also ordered that 33 newspapers in 23 territories 
2 ° The P & G claim that this is too period of Oct. 23-Nov. as “New a fee of 20 cents per square foot throughout the country. Additional 
Other Decisions Listed close to “Chipso” was upheld and England Days” for 1941. These and a minimum of $5 be charged markets will be added during the 
in Month's Action by the application therefore denied. days are customarily noted by dis- for advertising signs considered not holiday season. Bermingham, Cas- 


tributors by giving display space to 
New England products. 


“unsightly” and permitted to be 


erected on public lands 


Marine Corps to J-W-T 


tleman & Pierce, New York, is the 


‘A different type of victory was mane 


won by Cluett, Peabody & Co., with 
P. H. Hanes Knitting Company sus- 


Office 


W shington, D. C., Oct. 21.—An- taining the loss. Commissioner Van Morris Rejoins KDKA Anthony Ups Holliway 
oth round in the never-ending Arsdale affirmed the examiner's Claude Morris, former production The United States Marine Corps Harrison Holliway, for the past 
‘cO battle has been won by ruling and sustained Cluett, Pea- | ™#nager of Station KDKA, Pitts- has appointed J. Walter Thompson five years general manager of KFI- 
Coc:-Cola Company in a trademark body’s petition to cancel Hanes’ burgh, has rejoined that station’s Company, New York, as its agency KEGA, Los Angeles, has been 
case involving Jacob Ries Bottling mae: of “Crotch<Guard” va production staff after eight years to make a survey throughout the named vice-president of Earle ¢ 
Works, Shakopee, Minn., which nes Seas ieet zat Prt as a free-lance actor, producer and country of the best methods of in- Anthony, Inc He will be in charge 
pplied unsuccessfully for a trade- undergarments. Grounds were that writer in New York and Chicago. creasing enlistments of all radio properties 

mat registration on its “Rock| 

Spring Kola.” 

‘Coca-Cola opposed the applica- 

tiol relying on the trademark 

which it first received back in 1893. 

Ries sought to register “Rock Spring 

Ko but the word “Kola” was 

jisclaimed. The examiner of inter- 

ferences ruled in favor of Ries, but 

Leslie Frazer, first assistant com- 

missioner of the Patent Office, 

eversed the decision and sustained 


Coca-Cola. 

Commissioner Frazer noted that 
the examiner’s decision was pre- 
jicated largely on the finding that 
words “Kola” and “Cola” are 
descriptive, a contention which the 
U. S. Court of Customs and Patent 
Appeals expressly denied in a case 
brought by Corn Products Refining 
Company. The examiner had relied 

i circuit court of appeals deci- 
sion which is contrary to the pat- 
ents court ruling in some respects, 
but Commissioner Frazer concluded 
that the patents court has appellate 
urisdiction over the Patent Office 
ind that its decisions are binding, 


the 


Deny “Huskier” Trademark 


Other trademark decisions 
eached by the Patent Office within 


the past month include the follow- 
ng 
e Fels & Co.'s application for 
Huskier” as a trademark for soap 
ps Was denied, although the 


opposition of General Foods Corpo- 
ition Was dismissed. Commissioner 
Frazer, who upheld the examiner 
n ejecting the General Foods 
‘laim, overruled the examiner in 
leciding that the “Huskier” appli- 
tion should have been denied on 
the xX parte ground that it 
ely descriptive. 

Firestone Tire & Rubber Company 
nd United States Rubber Company 
both applied for “Earth Mover” as 

trademark for tires. The exam- 
rn ield the term to be descrip- 
f ind hence’ non-registerable. 
estone appealed but Commis- 
ner Frazer affirmed the denial 


is 


pa 


: . ae 
a . ene 


F 


Esquire Wins Case 
quire, Ine., successfully opposed 
the application of Cannay Publish- 
ng Company of Boston to register 
Escort” the name of a maga- 
ne. Assistant Commissioner Henry 

\rsdale, reversing the exam- 


as 


PATRIOTISM IS FULL OF PAPER 


America’s brand of freedom, education and prosperity feeds upon knowledge that rides on 


paper... textbooks, newspapers, magazines, advertising, and many others. Government insists 
that living standards be maintained, and this necessitates a continuation of free enterprise and 


aggressive advertising. Champion serves America not only as a supplier of raw materials for 


defense purposes, but as the largest manufacturer of printing papers so essential to the eco- 


nomic welfare of the country. The history of Champion is a record of accomplishment, re- 


sourcefulness, and ability to produce. The present national emergency finds Champion larger, 


more efficient. better equipped to meet the greatest demands in its fifty years of service. 


AMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO . 


. CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . . . Over 1,500,000 Pounds a Day 


istrict Sales Offices: NEW YORK + CHICAGO + PHILADELPHIA - CLEVELAND BOSTON ST. LOUIS + CINCINNATI - 
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Leads in Cooperation 


Cunningham Drug Stores, Detroit, 
said to have been the first retail 
organization to offer defense savings 
stamps on sale over the counter, 
recently took another step to coop- 
erate with the government's defense 
financing program by offering free 
souvenir copies of Irving Berlin’s 
“Any Bonds Today” and announc- 
ing the offer in a large space news- 
paper insertion. Simons-Michelson 
Company, Detroit, is the agency 


To Wm. Rudge’s Sons 


Anna Steese Richardson, former|s 
director of the consumer bureau of 


Crowell-Collier Publishing Com- 
pany, New York, has been named 
special consultant to William E. 
Rudge’s Sons, New York. Her 
duties with the printing company 
will include advisory service in con- 
nection with the formulation and 
visualization of advertising ad- 


dressed to the women’s market. 


. . —s iS produceo i 
Sioux City—the heart of America’s finest agricu 
tural district 

Three of the world’s largest packing compames 
are located here and are now operating at ¢ 
pacity. Over $62,000,000 worth of live stock has 
been received here during the first eight months of 
this year. Large increases have been m ade to the 
workers within the past few weeks. This brings 
Sioux City into one of the most prosperous cities 
in the nation 


The world’s largest creamery 1s also located 1 
Sioux City. Thousands of pounds of butter and 
millions of cans of condensed milk are being pre 
duced for army and civihan supply. Sioux City and 
ts terntory now ranks in the high income group 
There is only one way you can properly reach this 
wealthy market. That 1s though the ' The 
Sioux City Journa 
tne THE JOURNAL is now running ove 
Tat ag ee > 52.000 copies daily. Its circulation is 
; concentrated, covering 75.5 t Sioux 
va U City proper, which is tar more than any 
4: PS it competing medium 
a Why not put an “A” schedule in this 
=) newspaper and reach the American 


market which will continue to stay stable 
‘ong after the war is over 


The Sioux City Journal 


5000 W atts 
1360 K. C. 


Owners and - 
Operators of 


KSCJ 


Authentic Baby 
Picture Possible 
—With Patience 


Hospital, Agency Col- 
laborate on Photo for 
Mennen Ad 


(Picture on Page 35) 

New York, Oct. 21.—One of the 
biggest and toughest problems ever 
encountered by H. M. Kiesewetter 
Advertising Agency took the form 
of a tiny human being exactly fou 
days old, the center of interest in 


the Mennen Company's current 
magazine message. 

While the three previous inser- 
tions in the Mennen series, “dedi- 


cated to the physicians, nurses and 
hospitals of America,” featured 
studio shots of hospital scenes, art 
director Rudolf Wetterau decided 
that the fourth should have an 
authentic background. After a sur- 
vey of hospital nurseries, St. James 


Hospital in Newark, which boasts 
an air-conditioned, sound-proofed 
nursery, was selected as the most 


modern, and permission obtained 
to take a photograph. 

Bright and early on a Monday 
morning, Mr. Wetterau arrived at 
the hospital accompanied by pho- 
tographer Ray Albert, his assistant 
and a John Powers model who was 
to play the role of the nurse in the 
photograph. A feature of the hos- 
pital’s modern wing, constructed at 


a cost of $25,000, the nursery is 
half enclosed by glass reinforced 
with wire mesh and contains six 


bassinets, each in a 
tioned “cubicle.” 


glass-parti- 


Model Is “Out” 


First bombshell to hit the group 
was the announcement by hospital 
attendants that the hospital doctor 


himself does not enter the room and 
the Powers model would be allowed 
to do so only if she divested her 
face of make-up and her hands of 
nail polish. Even with these pre- 
cautions, she would not be allowed 
to touch a baby Whereupon, the 
model was sent home (with full 
pay) and the nurse was pressed into 
service. 

Since 
to be 


but the nurse was 
the room itself, 
picture had to 

outside. The 


no one 
allowed in 
directions for the 
be given from the 
glass enclosures of the “cubicles,” 
three on each side of the nursery, 
made it extremely difficult for Mr. 
Albert to direct his camera at the 
right angle. 
Finally the 
stand at the side of the 
bassinet which contained a_ baby 
born the previous Friday. After 
much maneuvering in the corridor, 
Mr. Albert set up his camera on 
a special easel. Only the upper half 
of the nursery wall is glass, and 
he was forced to stand on a high 
chair, just managing to squeeze 
himself in beneath the ceiling. 


told to 
center 


nurse Was 


Doctors, Nurses Gather 


Garbed in a sterilized robe and 
mask, Mr. Wetterau took up his 
stand in the adjacent equipment 
room on which the nursery door 
opened, and Mr. Albert’s assistant, 
also in robe and mask, set up spot 
lights in this room and the room 
opposite. With all in readiness, the 
nurse picked up the baby and the 
hospital corridors soon echoed with 
the unfamiliar sound of loud voices. 
Instructions were relayed from Mr. 
Albert to the nurse through Mr. 
Wetterau, who stood outside the 
door. Visible to the nurse through 
the glass, he not only called out 
directions but illustrated with ap- 
propriate gestures. A considerable 
audience of nurses and_ doctors 
gathered to watch the unusual pro- 
ceedings. Mr. Albert took 20 shots, 
all the time praying that the lights 
would not go out. Since the hospi- 


tal’s electric lines carry a wattage 
under 17, he was forced to use 
equipment that would stay under 
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SECOND 


STATION 
(rte Blue 
NBC 


THIRD 
STATION 


. ®o This visualization 
a before closing date 


computed from the last week 


re-emphasizes that WHEC is 


Rochester's favorite station with time buyers; 
both national and local buyers, by the way. 


Nevertheless some periods still available! 


You are invited to write, phone or wire. 


BASIC CBS 


National Representatives 


J. P. McKinney & Son 
New York, Chicago 


San Francisco 


this wattage or risk plunging the 
entire wing into darkness. 

Of the 20 shots, one was finally 
selected and the wire mesh, the 
nurse’s reflection in the glass and 
the robe hooks next to the bassi- 
nets were touched out, along with 
the window at the rear. The fin- 
ished product in November maga- 
zine issues will undoubtedly elicit 
murmurs of delight from feminine 
readers, blissfully ignorant of the 
difficulties involved in photograph- 
ing that four-day-old baby. 


National Oats 


Blankets Dixie 
in Big Campaign 


Cedar Rapids, Ia., Oct. 22.—Three 
and four-color half-page newspaper 
advertisements, arranged both ver- 
tically and horizontally, are being 
used in key markets throughout th: 
South, its main distribution area, 
by the National Oats Company to 
launch a fall and early winter cam- 
paign for its 3 Minute Oats. This 
large initial copy is being supported 


by a series of six 150-line black 
and white ads giving six reasons 
for preferring the product. The 


theme of the campaign, prominently 
expressed in each ad, is “There is 
a difference in oats!” 

In addition to this copy, appear- 
ing on food pages of newspapers, 
the company also in using half-page 
color ads in Sunday comic sections 
of newspapers as well as quarter 
pages in such Southern magazines 
as Holland's, Progressive Farmer 
and Southern Ruralist, Southern 
Agriculturist and Farm and Ranch. 
Further support is being given the 
campaign with 24-sheet posters 
throughout the South and store dis- 
plays and banners. 

Prominent in all copy are three 
characters, each one in the shape of 
an oat, labeled Peppy, Thrifty and 
Delish. Another claim prominently 
displayed in all copy is “Nature's 
own thrifty source of Vitamin B 
The six reasons for 3 Minute Oats 
put forth individually in the six 
smaller follow-up advertisements 
are: finer flavor, costs less per serv- 
ing, flour eliminated, more 
whole oat flakes per package, oven- 
ized 12 hours at the mill, and extra 
processing 

The defense angle enters into one 
piece of magazine copy in the form 


oat 


of “A letter to Mom from Jim” 
from Fort Sam Houston in which 
Jim tells how the army is feeding 


him National 3 Minute Oats. Some 
of the newspaper copy also brings 
in promotion for National's 3 Min- 
ute Flaked Hominy Grits. Other 3 
Minute Oats Copy space for 
listing local grocers handling the 
product 


has 


Names H. E. Magnuson 


Hugo E. Magnuson, in the New 
York office since 1939, has been 
named Eastern national advertising 
manager for the Chicago Times, 
succeeding T. B. Roberts, who has 
joined the staff of Chicago Times 
Syndicate. 


Gets Aircraft Account 

Liberty Aircraft Products Cor- 
poration, Farmingdale, Long Island, 
has named William H. Weintraub 
& Co., New York, as advertising 
agency 


—— 


DIXIE DRIVE 


There is a 


\ Quatity Grocers carry 


c | ee 
TIONAL 
NUTE OATS 


Half-page color copy like this is be: 

used by the National Oats Co., Cedar 

Rapids, la., to lead off a newspeper 
campaign in Southern states. 


Ys) 


NBC Drops 
Plan to Sell 
Talent Division 


New York, Oct. 21 Negotiat 
for the sale of National Broadc: 
ing Company's talent divisions ha 
been dropped and new execut 
personnel announced by WN 
Trammell, NBC president 


-Marks Levine, associated 


the concert division for the past 12 


named 
Bottdort 


years, has been 
director. O. O. 
elected president 


manag! 
has bee! 


cert Service, a wholly-owned 
sidiary of NBC. 

Daniel S. Tuthill, who 
named as the probable purchase 
the talent units, will remain 
NBC in an executive capacity 


Extends Recruit Drive 
The United States Navy, thro 
Batten, Barton, Durstine & Os! 


has further extended its recruiting 
drive into the states of Louisi 
Arkansas, Oklahoma, Ohio and | 
nos. 


Raises Tom Toby 


and D. L. Cor- 
netet, vice-president, of Civic Con- 


Thomas Toby, for the past se\- 


eral years sales representative 
the New York office of the com} 
has been named Eastern dis! 
sales manager of Pittsburgh S 
and Bolt Corporation, Pittsburs 


RECONSTRUCTED ADVERTISING 
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PRINTING 


"The Modern Method of 
Printing’ .. more econom- 
ical more versatile. 


Today's merchandising 


demands speed and economy . . RCS photo- 


offset and planograph is the answer. Write 


RCS today for details and general price lists 


along with the 


"Idea Kit.” 


RAPID COPY SERVICE CO. CHICAGO 
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Assail Ad Curbs 
at {0th District 
AFA Convention 


Speakers Also Warn of 
Threats toPress, 
Radio 

Tul.a, Okla., Oct. 21.—Vigorous 


denunciations of government attacks 
n advertising and sub-rosa efforts 


infringe freedom of the press 
ind lio were sounded by many 
speakers at the annual convention 
f t Tenth District, Advertising 
Federition of America, held here 
last Thursday, Friday and Saturday 
vith more than 200 advertising 
men from every section of the 
Southwest attending. 

The convention adopted a resolu- 
tion urging the district governor 
to oppose all “attempts to curb, 
censt and restrict advertising, 
which in turn would destroy the 
freedom of the press and of radio.” 
Forbes McKay, Progressive Farmer 
and Southern Ruralist, and vice- 


president of the AFA, sounded the 
eall to defense when he stated: 


The extinction of advertising and 
of retail outlets would mean the 
end of democracy as we know it. 
Advertising has been the greatest 
single influence in elevating 
America to the position it now 
old Washington is investigating 
the business in its most intimate 


letails, hoping to find some weak- 
ness on Which they can focus atten- 
tion. They’ll ignore, of course, all 
the strong points and accomplish- 


ments.’ 
Warns of Tax 


tax, coupled with rigid 
ean kill all adver- 
tising, he said. When that is done, 
brand names on which producers 
their reputations and which 
re a matter of pride to them, will 


A heavy 
federal control, 


pase 


anish. We'll find ourselves being 
issued unbranded food, clothing, 
gasoline and everything else from 


government - operated warehouses. 

We'll be restricted to certain pur- 

chases. We'll be rationed. Our 
tandard of living will collapse to 
flat, regimented level.” 

Frederic R. Gamble, managing 
director of the Four A’s, New York, 
urged a brass tacks program of 
education, beginning with workers, 
farmers and their families, to show 
how advertising helps labor and the 
farmer as well as business and the 
onsume! His suggestions are re- 


ported in detail elsewhere in this 
ssue 
Neville Miller, president of the 


National Association of Broadcast- 
‘rs, pointed to radio and the press 
is essentials of national defense and 
issailed the present Federal Com- 


nhunications Act as being out of 
late. He pointed out that if the 
ent of free enterprise in adver- 


TAKE GOOD AIM 


Secre a bull’s-eye in Con- 
ne ‘icut’s Major Market 
by using WODRC, in Hart- 
ford. Get all three on 
RC — coverage, Ppro- 
rate! Write Wm. 


ms, 
slo, Commercial Man- 


a-er, for further informa- 


z,;2@<e 


n. 


cwe CBS ror connecticut 


tising is taken away the main props 


of a free press and radio will be 
removed. 
“The American press and radio 


must sell themselves to the public,” 


he advised. “If we don’t protect 
our democracy and protect the 
props which support it, the press, 


radio and airplane will be used to 
destroy rather than for useful pur- 
poses.” 


Roy J. Cupler, sales promotion 
manager, Meyer Both Company, 
Chicago, discussed priorities and 
stressed the importance of the 
newspaper as an advertising me- 


dium. J. Robert York of the News- 
paper Printing Corporation (Tulsa 
World and Tulsa Tribune) pointed 


out that the 
ties, 


introduction of 
seizures, 


priori- 
price - fixing and 


other controls, may make America 
stronger in fighting Hitler but they 
also 


can “expose Our backs to an 
equal danger—an _ authoritarian 
government, controlling every- 
thing.” 


“Great Responsibility” 


Business leaders must be willing 
to accept the responsibility of see- 
ing that the business boom doesn't 
get out of hand, Amos Parrish 
president of Amos Parrish & Co., 
New York, told the convention, add- 
ing that “you can take full 
responsibility for conducting your- 
self in a manner worthy of 
great responsibility today.” 

Earle Pearson, general manager 
of the AFA, commented, “We think 
there is an antagonism on the part 


also 


your 


of certain government officials 
toward advertising. There’s a ten- 
dency to regard it as unimportant. 


We cannot overlook the fact that 
advertising provides the people 
with a free press.” 
Harris Reelected 

Les B. Harris, advertising man- 
ager of the Southwest division, 
Safeway Stores, Dallas, was again 
elected Tenth District governor. 


Willard D. Egolf, commercial man- 
ager, KVOO, Tulsa, was 
first lieutenant governor 

Broiles of Rowland 
Fort Worth, was named second 
lieutenant governor and Stanley 
Campbell, Stanley Campbell Adver- 
tising Agency, Dallas, 

elected secretary-treasurer 


elected 
Rowland 
Broiles, 


Was re- 


Inc., 


Agency Stipulates 


Joseph Jacobs, who operates an 
agency in New York, has stipulated 
with the Federal Trade Commission 
to cease making misleading repre- 
sentations in advertising prepared 
for Cocomalt, sold by R. B. Davis 
Company, Hoboken. The stipula- 
tion bars the claim that Cocomalt 
stimulates the appetite for othe 
foods, except to mention the extent 
that lack of appetite is caused by 
Vitamin B, deficiency 


Marshall tetas Seeds 


L. J. Marshall, formerly head of 
the continuity department of 
WBBM, Chicago, has joined Russel 
M. Seeds Company, Chicago. Lin- 
coln Hobson, of Seeds’ Chicago 
office, has been transferred to New 
York. 


Chicago 


prospers. 


all-wearing factory 


collar wage earner 


for evening 


States. 


WEW YORK 


the workshop of America is a 
prosperous market when the working man 
From the pockets of half a mil- 
lion overalls come the pay checks that start 


goods moving from the merchants’ shelves. 


The latest bulletin issued by the [hinois 
Department of Labor shows that the over- 
wire 
Chicago metropolitan area had an average 
weekly earning in August of 833.04. 
the same period the average for the white 
Wits 
advertiser this means that coverage of the 
overall-wearing market is full of new mean- 


ing and importance in the Chieago area. 


In this territory more families read The 
TIMES than any other evening newspaper. 
It is one newspaper that 
erage’ double meaning 
to the advertiser at the lowest cost per reader 


hewspapers 


\ THE ‘i; TIMES 


CHICAGO'S PICTURE NEWSPAPER 
} NATIONAL REPRESENTATIVES 
SAW YER- FERGUSON-WALKER CO. 
DETROIT CHICAGO 
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Bombing Plant, Rising Farm 
Income Make Omaha Happy 


OMAHA LOOMS LARGE IN U. S. DEFENSE WORK 


Centrally Located City 
Looks Forward to "7 
Fat Years'' 


By MONTE DAVIS 


Omaha, Oct. 23.—With a $15,- 
000,000 bomber plant as its keynote, 
Omaha's defense picture has begun 
to take on the semblance of seven 


fat years following seven lean ones. | 


In addition to the bomber plant. 


the following defense projects have! 
within the last two} 


developed 
weeks 


1. A gigantic bomb-loading plant, | 


to cost $25,000,000 and to employ 
3,500 to 4,000 persons when com- 


pleted, will be built between Mead | 
and Wahoo, Neb., about 32 miles) 
It is expected to} 
require between 30 to 55 square! 


west of Omaha. 


miles. The army hopes to obtain 


the land and_= start construction | 


within two or three months, but it 
may be five months before work 
can begin. It will be the largest 


plant in the nation exclusively de- | 


voted to the loading of aerial bombs 

2. Decision of the war depart- 
ment to locate the bomb-loading 
plant at Wahoo has not eliminated 
consideration of a site between Fre- 
mont and Valley, Neb., about 30 
miles northwest of Omaha, for a 
shell-loading and explosive manu- 


facturing plant, officials said. This| 


would employ 7,000 men 

3. A tactical school at Lincoln, 
Neb., for the training of bomber 
crews is possible. Five hundred 
officers and 3,500 soldiers are to be 
assigned to the school, wherever it 
is built 

Rightly billed as the “crossroads 
of the nation,” this midwest trans- 


| 


a, 


in farm income, improved retail; sonnel in the military branches 
trade and other reflected develop- Omaha and Fort Crook of 75( 
ments contributing to the improve- sons is shown during the past 
ment.” Additional leased office space take, 
Employment service placements by military functions amoun‘s +, 
in September were 4,775, which is 55,000 square feet. 
42 per cent above 1940’s September Hold Building Contracts 
figure of 3,357. 
A total of 8,367 cars and trucks, Omaha firms are benefiting qj. 
including 7.087 passenger autos. rectly from the bomber plant’ on- 
were sold in Omaha during 1941 up struction. Omaha firms hole thg 
to the first of October. This repre- general contract and sub-con rac, 
sents almost a 43 per cent gain over| held by Omaha businesses ir luge 
the 5,873 cars and trucks, which $536,000 for steel, $349,000  f, 
includes 5,187 passenger vehicles, Plumbing and $660,000 for mo chin. 
sold in Omaha during the same ery. Utilities are constructing 
period last year. ices to the plant site now 
. P A new four-lane highway is e;; 
Farm Prices Move Upward completed between Omaha anu F, . 
Nebraska farm prices are show-| Crook to handle the large 
ing a continued upward trend as an! of traffic expected when the lant 
indirect aid to the defense picture.| is completed. 
Farm prices reached the highest All these factors, the plant tse}; 
point since October, 1937, and are| the sub-contracts, the hig! way 
22 points higher than a year ago. utilities, combine to make pro. ect 
Nebraska business index compo-| bright for Omaha. These jot. ay 
nents are showing more than the! putting people to work, and ople 
usual seasonal gain, according to a| at work mean payrolls, which yea 
survey by the University of Ne- | business activity in general 
braska. At the Omaha Steel Works, © hic} 
Here are a few facts and figures; holds shell casing contracts 60 
on the Glenn L. Martin bomber men are being employed in th) 


n 
per- 


Cal 


Both rail and river traffic figure in Omaha's role as an important transportation . 
center and vital factor in defense. The city's main business section is shown in 
this aerial view, and at the right may be seen the railroads and Missouri river. 


| portation center has been dependent 
largely on agriculture and its live 
|stock production. The last seven 
| years of “lean” agricultural produc- 
ltion and income have meant but 
moderate business. activity in 
| Omaha. 

' Now, however, the present situa- 
{tion and the outlook are changed. 
| First, there is the primary phase ot 
a defense boom that is just starting 
to show effects. Second, farm crops 
are up The swing to the “fat” 
years has just started for Omaha 
and surrounding territory, but it's 
on its way! 


All Activity Up 


Payrolls are up, building activity 

| has increased, there are more people 
on the streets and in the Omaha 
stores. The man on the street will 
tell you better times are here, due 

argely to national defense activity 


IN OUR DEMOCRACY 
UIDE YOUNG PEOPLE TOWARD 
HAPPY, USEFUL LIVES 


Classroom and Home 
- , 


Reach Youth Through Schools 


Scholastic Magazines offer the greatest coverage in 
the youth and high school market at the lowest cost. 
Read and studied by 1,800,000 students in 42,500 


classrooms in 14,700 high schools 


and at home. 


Scholastic Publications, 220 E. 42nd St., New York 


SCHOLASTIC COACH Is Our Magazine for High School Athletic Directors and Coaches 


included in employment figures 


|amusement field, reports increased throughout the winter 


plant, being constructed by the special work alone and worke:< ay 
Army Air Corps at Fort Crook, expected to go on a day-and- igh: 
about five miles south of Omaha’s | schedule soon. Other firms. <imi- 
20 per cent increase in the number city limits. The plant will be used larly are boosting the number oj 
of persons employed as compared by the Martin firm in the assembly employes. 
with the same time a year ago. In and construction of medium bomb- . Omaha folk expect to play a 
1940, these plants were employing | °™S: - important part In the nation de- 
about 0.000 workers but now these The cost of the $15,000,000 plant fense because. of the city’s locatior 
same firms are employing close to includes equipment and adjoining, Situated about equidistant ron 
11,000 persons and are talking in- airport to be used for test purposes, the two coasts, Omaha is on. th 
creased payrolls right on through rhe main building, 600 by 900 feet, Missouri river on which — bargs 
an sine period will be completed about Dec. 1, transportation has been established 

Pat's tales » tack ot other business | SOCOTONS to present plans. In addition, the city is the nation’ 
indicators. Bank clearings for the The plant will assemble B-26 fourth rail center with thousand 
Sect wine chantinn of $041 in Orahe bombers from parts shipped here of employes on railroad payrolls. It 
by Chrysler and Goodyear factories. is also on main national highway 
However, the plant will be con- and airway lines 
structed so that planes may be 
manufactured here, if necessary. 

The B-26 is a 26,625-pound plane, Mutual Expands 
powered by two 18-cylinder, 1,850- 
horsepower Pratt & Whitney en- 


ge A coger oo raed = ow ae System as affiliates of the Nort! 

: . = Central Broadcasting System: Sta- 

Will Employ 8,500 tions WHDF, Calumet, Mich 

private building in the Omaha A WSAU, Wausau, Wis.; KFIZ, Fond 

metropolitan area (includes suburbs Over 2,500 workers are building du Lac, Wis.; WFHR, Wisconsir 

and Council Bluffs, Ia, across the the plant right now and this num- Rapids, Wis.; WHBY, Appletor 

Missouri river) increased 52  per| ber may be increased. And now hat and W oe | mag ne — 

. . . . 52 r — ese new a latvions ring ine 

cent during January-April over the tages yy pone no Dagon beter at total member of ver al connected 
same period a year ago, according ° : x employ meting OM CT | with Mutual to 190 

to Dodge reports plant. That will mean more homes, 


A survey of manufacturing plants 
in Omaha, just made by the Omaha 
Chamber of Commerce, reveals a 


were 19 per cent ahead of the same 
period last year. Postal receipts are 
up 4.2 per cent; bank debits, 21 per 
cent; grain shipments 48 per cent; 
grain receipts, 1.6 per cent These 
boosts truly indicate what's happen- 


The following radio stations have 
ing here. 


joined the Mutual Broadcasting 


Building Booming 


Materials and labor contracts for 


The building boom is not reflected More clothing, more food and prob- 
in Omaha's building permits, since ably not a few more luxury items 
the bomber plant project, housing S°!4 by Omaha stores 
projects and various other related Omaha is taking steps to train its 
building is going on outside the city Workers, to prepare them for jobs a JLOF 
limits. These activites are also not in this plant. Omaha private and 
public schools are featuring aero- 
A true test of better times, the "#Utics courses, both day and night, 
These in- 
“takes.” Beer taverns. dance halls Clude courses in sheet-metal fabri- 
and amusement centers say they are C#tion, lathe and machine work, 
doing more business and are hav- Welding and aircraft engines, to 
ing more customers than a year ago, Prepare workers for the plant- 


¢ ¢ ee 
The average filling station operator to-be. D ON -G G C 
will tell you his business has shown Another point in Omaha's favor vv VENU ¥ 
a “dandy” increase is the fact that this city is head- . v0 GING D 


Retail sales in Nebraska as a @uUarters for the Army’s Seventh 
whole have been spurred by defense Corps Area. A net increase in per- | 
activities. Reports from 475 inde- — 
pendent retail merchants in the — 
state show sales were 18 per cent 
more in August than for the same 
month last year; 6 per cent more 
than in July of this vear, and 10 
per cent more for the first eight 
months of 1941 than tor the same} 
period in 1940 


Retail Sales Advance 


Omaha's independent _ retailers 
said their sales were 20 per cent} 
more in August than in the same 
month a year ago. Lumber and 
building materials led the list with 
a 34 per cent increase 

“Priorities may affect sales in 
some lines,” a retailer told Apver- 
TISING AGE, “but increased income 
of farmers and wage earners will 
far offset this situation.” 

The United Air Lines office here 
reported a 27 per cent increase in 
passenger traffic and 40 per cent 
gain in air express. Mid-Continent 

> » . ‘ » 2”) ’ 
— oe are a a day | am a bright-eyed salesman. So good, | might men- 

Nebraska state employment serv- 
ice placements have jumped 26 per 
cent thus far in 1941 as compared 
with the same period in 1940 

“National defense is the major 
factor in employment = improve- 
ment,” officials said, “with increase 


—if your working day started at 6:00 A. M.; ran throuch 
2:00 A. M. NEXT DAY! 


But 4 hours sleep are plenty for me! And 20 hours ever) 


tion, that lots of sponsors report current sales increases. 
NBC RED AND BLUE—5,000 WATTS NIGHT AND DAY 


WSA CINCINNATI'S OWN STATI 


REPRESENTED BY INTERNATIONAL RADIO SA 
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RUSH CONSTRUCTION OF NEW BOMBER PLANT 


* 
~ 


This architect's drawing represents the new $14,000,000 Glenn L. Martin bomber 


plant being built at Fort Crook, south of Omaha. 


4 ne” 


Working under a ‘‘double- 


order, 2,300 men expect to complete the defense project by Dec. | 


Gas Executives 
Back Continued 
Sales Effort 


Planned Programs Held 
Only Way to Achieve 
Results 


Atlantic City, Oct. 22.—Strength- 
ng of advertising programs, both 
national and local, was urged on 
industry by H. Carl Wolf, 
of the Atlanta Gas Light 
Atlanta, Ga., in a talk 


the gas 
president 
Company, 


before the annual meeting of the 
American Gas Association, which 
concluded a three-day convention 
ere today In taking this stand 


Mr. Wolf was expressing 
tion which is held by most of the 
ndustry’s leaders, according to a 
made by ADVERTISING AGE. 
Opportunities for selling com- 
mercial must be created 
market research and 
sales programs, according 
to O. F. Keune, gas sales manager 
of the Florida Power & Light Com- 
pany, Miami. “I emphasize the 
yvord planned,” he said, “because 
ny successful sales operation must 


a COnVIC- 


survey 


Zas 
through 
planned 


ave a beginning and an end It 
nust have revenue objective It 
nust be flexible and, above all, it 
must be continuous. Lasting sales 
esults cannot be secured” from 
spasmodic efforts.” He described a 
sales campaign which, after two 
years, has achieved half of the 


four-year objective of a 70 per cent 
increase “Yes, advertising costs 
money,” he said. “In our case, we 


spent six-tenths of one per 
ur commercial 
nercial adver 
“We see 


cent ol 
revenue on com- 
tising—and it pays.” 

nothing in the immedi- 
ite future to lead us to lessen the 


CASTLE 
MAKES MOVIES 


CASTLE 
GEIS THEM SEEN! 


Sa ee ae eae eS eS 


CASTLE FILMS 


RCA PLDG. FIELDBLDG. RUSS BLDG. @ 
THEN YORK CHICAGO SANFRANCISCO 


ee ee ee ee 


force of our sales promotion ef- 
forts,” said N. B. Bertolette, presi- 
dent of the Hartford Gas Company, 
adding, “We intend to maintain an 


active sales program.” R. A. Horn- 


by, vice-president of the Pacific 
Lighting Corporation, San Fran- 


remarked that “the demand 
for gas appliances is so keen that 
our sales force is working at maxi- 
mum strength. We have the ap- 
pliances and although present con- 
ditions make selling easier we 
not curtailing any of our 
promotion programs.” 


cisco, 


are 
regular 


Advertising an Asset 


Another who proposes to main- 
tain sales effort is D. A. Huley, 
sresident ot tne Lone Star Gas 
company, Dallas, who said, “There 
will be no curtailment or elimina- 
ion of home service activities which 
ire more valuable now than during 
10rmal times.” Considerable in- 
terest was aroused by the statement 
of Louis Ruthenburg, president of 
Servel, Inc., Evansville, Ind., that 
“advertising should be regarded as 


in asset which has been built up 
ver a long period of time and it 
should not be discarded now.” 


“Now is no time for business of 
any kind to drift,” the convention 
was told by Harry G. Moock, vice- 
president of the Plymouth division 
of Chrysler Corporation and 
president of the National 
tion of Sales Executives 
whether salesman or 


vice- 
Federa- 
“The man, 
sales manager, 


who is careless in his promises to 
customers and who fails to keep 
them, who assumes the ‘take it or 
leave it’ attitude, will find these 
things a boomerang when once 
again the buyer takes the upper 


hand. The best managed organiza- 
tions will come out of today’s diffi- 


culties stronger than when they 
went in, particularly those who 
take special care to guard the most 
precious thing any man, store or 
business can have—the goodwill of 
its customers and the public it seeks 
to serve.” 


Gooris Named Head 
of Advertising Bureau 


Joseph Gooris, formerly 
ing manager of St. Paul 
and Pioneer- 
Press, has been 
appointed West- 
ern manager of 
the ANPA Bur- 
eau of Advertis- 
ing, with head- 
quarters in Chi- 
cago He suc- 
ceeds Frederick 
Dickinson, re- 
cently named 
sales manager of 
the Bureau 

Mr. Gooris be- 
gan his advertis- 
ing career with 
Carson, Pirie, Scott 
Subsequently — he 
classified and 


advertis- 
Dispatch 


fom 


\ ot 
ao NA 


Joseph Gooris 


& Co., Chicago. 
served in the 
national advertising 


departments of the Chicago Tri- 
bune He joined the St. Paul news- 
papers in 1925 and in 1931 was 


named advertising manage) 


Adds Philip Abrams 


Philip W. Abrams, 
vertising manager of 
ing Chain, has 
Bradford & Co., 
executive 


formerly ad- 
Marks Cloth- 

joined Guenther- 
Chicago, as account 


Promotes Lettick 


Mayer Lettick, formerly advertis- 
ing manager of the New Haven, 
Conn., edition of the Jewish Ledger, 


has been named advertising director 
to succeed L. 


|& Marx made 


Lawrence Hardacher. , 


Hart Schafiner 
Copy Again Greets 
Released Soldiers 


Chicago, Oct. 22. Those ex- 
panded chests, bigger shoulders, re- 
stricted waistlines and 12.8 pounds 
average increased weight accumu- 
lated by some 200,000 soldiers 
to be released from the Army are 
face to face with a new 


about 


going to be 


clothes problem, reasons Hart 
Schaffner & Marx, and that’s the 
story back of an advertising cam- 


paign which the clothing manufac- 
turer will launch in the Novembe: 
issue of Our Army 
There is a smart 
background for this move, revealed 
today by E. R. Richer, director of 
advertising for the company. When 
the boys came out of the army in 
the first World War Hart Schaffner 
advertising history by 
plastering France with big outdoo 
posters, reminding the returning 
soldiers not only of home but of 
the matter of “civvies.” 
Hart Schaffner 
headlined 
the groove again” 
turning soldier, by means of draw- 
ings, the painful realization that his 
old clothes don’t tit any more; then, 


merchandising 


This new 
COpy Is 


& Marx 
“How to get in 
and gives the re- 


BACK TO CIVVIES 


Some 200,000 soldiers returning home 

from the Army are being greeted with 

this sort of smart Hart Schaffner & Marx 

promotion in the soldier magazine, Our 
Army. 


of course, he 
ner & Marx store 
troubles are over. 

ably be another full 
in the December issue of Our Avmy,. 
based on the same general theme. 
Copy is based on a report from the 


a Hart Schaff- 
and all his clothes 
There'll 
page of 


goes to 


prob- 
copy 


27th infantry, Camp 
4a., noting that the average weigh* 
increase per soldier is 12.8 pounds, 
a figure accepted as approximately 
true of all soldiers now returning 
home 


Livingston, 


Asks for Workers 


Westinghouse Electric and Mfg 
Company carried advertisements in 
Philadelphia, Chester, Pa., and Wil- 
mington, Del., dailies and suburban 
weeklies asking for workmen. to 
help build government ships 


“Sun” Resurrected 


The Catholic Sun, Syracuse, 
which had announced its suspen- 
sion, has begun publication in tab- 
loid size with an announcement the 
paper would be continued 


Gets Vermouth Account 


Vernat, New York, has appointed 
Redtield-Johnstone, New York, as 
agency for its sweet and dry ver- 


mouths. 


They Make Your National 
Advertising 
Effective 


5 Times as 


ty ARTK 


SIGN CO, LIMA, OHIO 


FOR YOUR 


AA Cifpor 


ought. 


Under the skilled hands of SUPERIOR 
craftsmen, a sheet of ruddy copper becomes 
alive. It reproduces with uncanny 

subtlety the tones and feeling of your copy 
reflects the perfect image of your 
thought—in metal! 


For careful, sensitive production of your 


advertising, trust every feature 


5-Phase Production Plan . . 


Artwork... 
Photo-retouching er 


Engraving... 


of SUPERIOR’'S 


Photography 


Composition ee 


all carefully coordinated under 


one roof. Make your next ad, broadside, 


catalog, or brochure mechanically SUPERIOR. 


Phone our day or night shop. . . 


SUPerior 7070 


ENGRAVING 


215 WEST SUPERIOR STREET ° 


* 


This ads eTtisement is da 


SUPERIOR production. 
* 


COMPANY 


CHICAGO, ILLINOIS 
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Unfair Practices 
Charged Against 
Waterman by FTC 


Washington, D. C., Oct. 23.—The 
Federal Trade Commission’s cam- 
paign against guarantee claims used 
by fountain pen and pencil manu- 
facturers advanced another notch 
today when L. E. Waterman Com- 
pany was served with on FTC com- 
plaint alleging unfair and deceptive 
practices, 

The charge is almost 
with that made recently 
instituted against 
Company. In both cases, the manu- 
facturer offers to damaged 
pens at a flat rate of 35 cents. FTC 
claims this is not a guarantee but 
only a contract by which the com- 


identical! 
in another 
Case 


repair 


1000 W 980KC 


Basic N B C Blue 


An H. C. Wilder Station 
Represented by Raymer 


Eversharp 


pany offers to make repairs at a set 
fee. 

Waterman has a line of ‘100- 
year” pens, which are advertised as 
“guaranteed 100 against all 
but loss or wilful damage.” Other 
copy against which FTC has taken 
action that “no charge will 
be made for putting it (Waterman’s 
100-year pen) in gocd writing con- 
dition at any time within one hun- 
dred from date of purchase 
provided the pen, complete with all 
damaged parts, is sent to our fac- 
tory accompanied by a_ postage, 
handling and insurance charge of 
a5c.”’ 


These 


years 


states 


years 


claims, FTC, 
misrepresent the being of 
such superior quality and durability 


according to 
pens as 


that they will last a century with- | 


out repair or adjustment. The com- 
plaint also refers to the “purported 
guarantee” of Waterman and _ its 
35-cent fee as “purportedly” for 
postage, insurance and handling 


Charges Piggly Wiggly 
Violated Trademark 


Great Atlantic & Pacific Tea 
Company of America has filed suit 
in federal district court in  Port- 
land, Ore., charging the Piggly 


Wiggly Corporation of Oregon with 
infringement of its “8 O'clock Cof- 
fee” trademark The A&P chain 
asserts that it has spent eight mil- 
lion dollars advertising the brand in 
the past 10 years, and that Piggly 
Wiggly is using the term “8 O'clock 
Special Coffee” in its stores in 
southern Washington and Oregon 
In its allegations, A&P says that 
the term “8 O'clock Coffee’ was 


used as early as 1869 by George F 
Gilman, A&P founder, and that the 
chain has used it since that time 
A&P has stores in California and 


Washington but none in Oregon. It 
asks a restraining order 
defendant 


against the 
and $50,000 damages. 


Gets Denver Chemical 
Denver Chemical Mfg 
New York, has named 
Brown & Hersey, New 
rect its advertising 


Company, 
Badger & 
York, to di- 


From the (j RI 


a em lems 


w 


FEATURE ISSUES 


accentuate D and W's monthly edi- 
torial content which is devoted to 
the economies of Shipping Han- 


MARINE TRANSPORTATION 


ee 


Ot wewrens 
WIT CCOMORM AL TRAMIROET ATO 


——— — ’ 
AA MARINE CORPORATION 
———— ey ae ee = on ee 


dling— Warehousing and Distribu- 
tion. 
January ANNUAL SHIPPERS DIRECTORY 
Works all year selling a wide range of Automotive, Mate- 
rials Handling. Transportation, Warehouse and Miscel- 
laneous Products and Services. 
tpril MARINE TRANSPORTATION Issue 
Sell, Waterborne Freight’) Waterfront) Warehouse Port 


used by all of them. 


July 


Carriers 


October 


W arehousemen, 


and Stevedore Services and the equipment and supplies 


MATERIALS HANDLING Issue 


Sells all types of mobile and stationary Materials Handling 
Equipment for internal and external use to Manufacturers 
Warehousemen. 


VOTOR TRANSPORTATION Issue 


Sells Road Transport Equipment and Supplies to the Pri- 
vate Fleet Owners in Industry and the Publie Carriers and 


Cover this billion dollar market regularly with an ad 


DW PUBLICATIONS, INC., 100 East 42nd Street, New York 


Lse dominant space in the 4 feature issues. 


A Chilton 


Publication 


Goodall, Jacobson 
Junk Co-op Ads 
with Dealers 


Cincinnati, Oct. 23.—The Good- 
all Company, maker of Palm Beach 
suits and cloth, has decided to 
abandon its previous practice of 
awarding dealers an 
allowance of 50 cents per suit to be 
matched by a similar sum from the 
dealer. 

Company officials stated that the 
cooperative type of advertising will 
be replaced with straight brand 
copy, paid for by Goodall, and no 


emphasis will be placed on the 
dealer, except for the business 
drawn into his store by Goodall 


advertising. 

The cooperative campaign, which 
cost the company some three and 
one-half million dollars, is being 
junked, the company said, because 
its advertising allowance was mis- 
used. It is charged that some deal- 
ers merely listed Palm Beach suits, 
and used the space purchased with 
the allowance to promote other 
products Large stores, it is said, 
were very poor users of the manu- 
facturer’s advertising, the 
dealers’ advertising managers in- 
sisted on using their own copy and 
layouts. 

The new plan will be announced 
to the trade shortly, along with the 
1942 newspaper and magazine cam- 
paign which will be handled by the 


since 


agency, Ruthrauff & Ryan, New 
York. 
Takes Similar Action 
Discontinuing its policy of coop- 


crative dealer advertising in news- 
papers, F & Sons, New 
York, has scheduled a spring drive 
shirts and pajamas in 
national magazines that will 
sent the largest investment 
made by the company in this me- 
dium A further new policy will 
be inaugurated of concentrating on 


Jacobson 


for Jayson 
repre- 


ever 


the Jayson label alone and elimi- 
nating combination dealer labels. 


Keynote of the spring drive, to 
start early in ‘42 and run for six 
months, will continue the theme 
“Look at all three and you'll 
pick the Jayson shirt.” Insertions 
will appear in Collier's, Esquire, 
Life, The Saturday Evening Post 
and Time, as well as Christian Sci- 
ence Monitor 

Borrowing a note from its trade 
advertising, the new consume) 


campaign 
American 
choice.” 


willl emphasize the 

buyer's “freedom — of 
In this vein a typical ad 
in the new series says, “Americans 
must be sold . not told This 
fundamental freedom to choose 
among products competing for pub- 
lic favor is an important 
the American way of life Look 
at all three nationally advertised 
nationally distributed, trademarked 
shirts, at identical price ranges oy 

Alfred J. Silberstein directs the 
account 


factor in 


Seven-Up Company Starts 
Tradename Suit 


Seven-Up Corporation, St. Louis, 
has filed suit in federal district 
court, St. Paul, charging Trudeau 


Candies, St. Paul, with infringe- 
ment of tradename rights The 
complaint states that since 1936 the 
Missouri company has spent more 
than two million dollars advertising 
its soft drink under the name of 
Seven-Up and 7-Up. The plaintiff. 
whose name was then the Howdy 


Company, registered the trade 
names in 1935 in Minnesota 

Since 1939, the complaint says, 
the Trudeau company has manu- 
factured and distributed a candy 


bar known as 7-Up, and has per- 
sistently refused to change the name 
of the candy. The Seven-Up Com- 
pany asks a restraining order 
against Trudeau's use of the name, 
confiscation of the 7-Up wrappers, 
and damages 


Adds Sydney Rubin 

Sydney Rubin, formerly advertis- 
ing manager of Roxy Clothes, New 
York, has been named copy chief of 
Modern Merchandising Bureau, 
New York. 


advertising | 


THAT PERSONAL TOUCH 


THIS CAPABLE FELLOW IS ANOTHER 
OF THE 450 CHICAGO BARMEN 

WHO RATE MATTINGLY & MOORE 
(COMMONLY KNOWN AS M4 AP) 
ABOVE ALL OTHER BIG-SELLING 
WHISKIES IN CHICAGO. MZ M's 
UNBEATABLE SMOOTHNESS AND ITS 
FINE, RICH KENTUCKY FLAVOR MAKE IT 
AN OUTSTANDING FAVORITE AMONG 
MEN WHO KNOW WHISKEY. TRY 7 


450 CHICAGO BARMEN 
RATE Ms M TOPS 


BLENDED WHISKEY—AO proof —72'.% 
gram neutral spersts—Frankfort Dasteller- 
ses, Incorporated, Lowsnville G Baltimore. 


One of a series of Mattingly & Moore whisky advertisements being run in a ow 
Midwestern newspapers by Frankfort Distilleries, Louisville, using actual phoros 
of bartenders, in this case a Chicagoan. Young & Rubicam is the agency 


Goldman Uses 
Space to Urge 
Price Restraint 


New York, Oct. 23.—Merchants 
throughout the United States can 
keep prices down and help stop the 
danger of inflation, Julian Goldman, 
president, Goldman Stores Corpora- 
tion, asserts in an open letter to the 
Office of Price Administration, 
issued in the form of a_ 1,200-line 
advertisement in cities in the East 
and Midwest where the 35 Goldman 
apparel stores operate. 

Asserting that prices can be kept 
down, Mr. Goldman cited his own 
experience and pointed out that 
“we are actually selling goods at 
prices that are lower than those of 
last year and, in many cases, lower 
than those of two years ago.” 

This has been accomplished, Mr. 
Goldman said, by “increasing the 
volume of business we are doing 
and expect to do, which will more 


than make up for these m::ked 
reductions in our prices.” He 
closed that this policy has ste) pec 
up average volume in the sto) 
more than 50 per cent during ug- 
ust and September, compared wit 
the same months last year 

Mr. Goldman is regarded a- ar 
authority on installment credit 
is the author of “Prosperity 
Consumer Credit.” 


Gets Arts Post 


Albert Greenfield, advertising 
manager of Raygram Corporat 
New York, has been named e) 


tive secretary of the newly-forme 
Photo Arts Committee for Relic! t 
the Allies, 331 Madison avenue 
New York 


ALMANACS! CALENDARS! 


Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- " 
tries—Astronomical Calculations, Weather 


Forecasts. Astrological Readings, Planting ; 

Tables, Fishing Calendars, etc. 4 

HART WRIGHT COMPANY 
Winter Office—Clearwater, Florida 


Memorial 
Stadium, 
Berkeley 


What an Gudience! 


Yes, But Tribune Daily “Reader- 
Audience” Is 34 Times Larger 


The TRIBUNE'S daily reader audience of 308,581 (an average of 
3'2 persons per home read The Tribune) would fill 32 such foot 
ball stadiums EVERY DAY IN THE YEAR. That's an audience we! 


worth having. 


DAILY 


88 1 bu ( ALL-TIME } 
HIGH 
. ( CIRCULATION } 


‘(ABC Publisher's Statement, September 30, 1941) 


Oakland 


EECLOSIWE ASSOCIATED wenss 


SUNDAY 


97,723 


‘ 


Tribu 


wihtenoro vertio pants 


— National Representatives: WILLIAMS, LAWRENCE G CRESMER CO. 


Member of AMERICAN NEWSPAPER PUBLISHERS’ ASSOCIATION 
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a a —— — ——_—_—— — _ _— - 
. “aca he oy ce ‘ S- . 
tin Ameri OCTOBER LINAGE FOR CANADIAN MAGAZINES —_sepresented 23.1 per cent, and ms- Pg, Unfair Sales Act 
1941 1940— cellaneous, 23.2 per cent. ° 
qd in merica Pages Lines” Pages Lines Out of a total of 450,000 inches Now in Effect 
Canadia Ho r ‘Gard 6.6 17,889 1.7 ot 21, /0f display advertising analyzed, Pennsylvania’s new unfair sales 
Chatela ' 8,119 4 27.558 | 200,000 inches, or 43.5 per cent, was act, which went into effect Oct. 10, 
s 5 27.7 11,891 ’ nt a Sita ai idea ahed 
fe e red ene _ 2 -* +t 68 ir ae9 devoted to products of United States a the ST ee of isis oe a 
Mayfa 1.9 4.881 1.9 4.892 origin. If the motion picture adver- woes an alt se ing. ge 
. gt Na il Home Monthly 29.7 0,812 30.0 13 | 6; eg ya ‘lassed as local. United under the new act is a fine of $50 
EINE is Cc asse as ocal, ec to $200 or imprisonment of not 
Total Group 282.8 187,988 292.1 194.687 States advertising still represents , ‘ 
Display, including poultry and livestock in Canadian Farm Papers more than 30 days. 
splay, P yi Qc — P P > a . 
FP ag TR women ; Faas °9'7 s13 33-0 per cent of the total linage. Exempted from the new measure 
Ni York, Oct. 22.—The threat Ceuntry Guide Nor'-West Farm: 0 14,78 s ), 297 Even those uninitiated in ac- are clearance sales and sales of 
py) iorities on consumer goods is "iene ~ ' on ‘ as , ;, counting methods and business ad- damaged goods, merchandise sold 
sjewed as a potential blow to the West Edition ssa ! 1 ministration, said Mr. Bomer, would relief agencies or on contract to 
a. tak : y Farm and Ranch Review 12.9 opp : ’ 4 j . . ave > re government departments, tools and 
Good Neighbor policy by Walter L. | +irarmer’s Advocate & Home Magazit s.1 19,70 8 6.614 | SENNNE Shes Che Was Of Lovee rep- ec uipment pat by employes in 
Bon vice-president in charge of | h#rmers Maxazi 6.4 18,44 ' sis resented by the percentage of (7 . ee as 
Bomer’, ar +i Free Press Pra Farn 131 ‘ “443 United Stat advertisin Lat their trade and goods priced “in 
‘ “ic 7eErc ‘ P , - ‘ 7 é 7 : y “a . ‘ 
exports, Bristol-Myers Company, |: West Produ 16,519 8.1 19,879 a ne eee =, iN good faith” to meet competition. 
who cited the dependence of Latin ; - : a American publications would mean 
4meiican media on United States eae er the difference between operating at 
advertising. Addressing a luncheon, “Suppliet hy P. 1d a profit and operating at a loss for Sponsors Boake Carter 
sess of the National Foreign Semi-Monti many of these 


Trade convention, conducted by the 
t Advertising Association, Mr. 
Bomer declared that a recent analy- 
sis of leading Latin American pub- 
lications showed 43.5 per cent of the 
total display advertising was de- 
oted to products of United States 


First priority, he pointed out, is 
given to materials essential to 
Unite States defense production, 
followed by orders received directly 
from friendly foreign governments. 
The third classification in priority 
rating is for materials necessary to 
the economic life of friendly foreign 
countries, While the last is for 
civilian needs in the United States. 
American exporters, therefore, must 


( DEADLINE GHOSTS? \ 


Say RAILway Express” and they'll 
vanish before RAILwAy EXPRESS 
the service that speeds up speed.” 
Perfect for plates and all kinds of 
advertising and printing material. 


For super-speed use AIR EXPRESS 
4 miles a minute. 


RAILWA XPRESS 


AGENCY inc. 


\ NATION-WIDE RAIL-AIR SERVICE j 


face the possibility of sacrificing 
overnight hard-won business to na- 
tional defense, unless they can 
prove to the satisfaction of the gov- 


ernment that their products are 
necessary to the economic life of 
friendly foreign nations. 

With this thought in view, Mr. 


Bomer emphasized the dependence 
of friendly, pro-American publica- 
tions and radio stations in Latin 
America upon United States adver- 
tising. As major advertisers in 
Latin America, American exporters 
can help to support hundreds of 
newspapers, Magazines, radio sta- 
tions and other media that supply 
unbiased news to 130,000,000 Latin 
Americans. 


Contributes to Understanding 


More than 300 publications and 
radio stations are regular subscrib- 
ers to the principal United States 
news services. The wealth of news 
and features originating from this 
country and appearing in friendly 


Latin American media was termed 
a splendid contribution to better 
understanding between the Amer- 


icas and a definite aid to hemisphere 
defense. 

Citing factual evidence to prove 
how important revenue from United 
States advertisers is to these media 


for their maintenance as successful 
business institutions, the speaker re- 
vealed results of an analysis of dis- 
play advertising in 64 publications 
representing 16 of the Latin Amer- 
ican markets. 

The lowest percentage of United 
States advertising was found in the 
Dominican Republic with 21.2 per 
cent, while the highest was found 
in Honduras with 79.2 per cent. Ar- 
gentina carried 26.5 per cent, Chile 
45.3 Colombia 


per cent, 43.6 per 
cent, Cuba 44.5 per cent, Mexico 
35.5 per cent and Venezuela 54.4 


per cent. Of the 64 publications an- 
alyzed, 42 were newspapers and 22 
magazines. The percentage = of 
United States advertising for all 
newspapers alone was 43.5 per cent, 
while for magazines the figure was 
44.2 per cent. 


Breakdown of Advertising 


In the analysis a further 
down was made by industries. Cos- 
metics, toilet articles, medicinals 
and drug sundries represented 30.8 
per cent of all American 


break- 


advertis- 


ing; automobiles, tires, lubricants 
and accessories represented 10.4 per 
cent; radio sets, household appli- 


ances, etc. represented 12.5 per cent; 
motion picture advertising (of films 
produced in the United States) 


publications. But 
there are other implications behind 
these statistics, he continued. This 
heavy percentage of United States 
advertising penetrates deep into the 
economic life of Latin America. 
Thousands of men and women in 
all types of business are affected by 
the power of this huge investment 
in mass. selling—steamship, rail- 
road, trucking, and insurance com- 
panies, druggists, perfumery stores, 
hardware dealers, department 
stores, grocers, beauty parlors, 
wholesalers, salesmen and countless 
others. 

The weeding out of pro-Nazi or 
pro-Fascist media has been a vital 
contribution to national and hemis- 
phere defense, Mr. Bomer declared, 


but the beneficial effect of all this 
will be lost if the flow of export 
merchandise, source of this impor- 


tant revenue, is stopped or drastic- 
ally curtailed by priorities and ex- 
port licenses 


Promote “This Week” 


Luncheon meetings are being held 
in key cities throughout the coun- 


try by This Week to show adver- 
tisers and advertising agencies the 
new format the magazine will 
introduce in 1942 (ADVERTISING AGE, 
Sept. 15). The magazine will be 
reduced to 1334 x 10%4 inches in 


page size, with a new type and lay- 
out 


Boake Carter inaugurated a new 
newscast series over the Mutual 
network Oct. 20, under sponsorship 
of Land O’ Lakes Creameries, Inc 
The program is heard at 4:45 p. m 
CST. Campbell - Mithun is the 
agency. 


SEE 


TOMORROW 


The Magazine of the Future 


December Issue 


OUT 
NOVEMBER 15 
ON ALL 
NEWSSTANDS 
25 cents 


Advertising rates and sample 


copy on request, 


Creative Age Press, Inc. 


11 East 44th Street 
New York, N. Y. 


spending nearly two billion dollars a year. 


“Inside” (Metropolitan Boston with over 2,000,000 people ) 


_ wise men look twice 


Wise men who have something to sell look twice at the gigantic “little” 
market called New England. They find the rich heart of this market ts 


WEEI-land,an area inhabited by over 4,500,000 busy, prosperous people 


They learn that WEEI-land ts actually two markets in one — the 


the “Out- 


side” (fourteen important additional counties from Cape Cod to Maine 


—2 SOO.000 more people ). These two markets they discover are com- 


bined and delivered by a single station —W EEL. 


“Look no further,” say the wise men — for competent surveys prove 


pegoge , , , : * 
WEEI to be the most-listened-to station in this rich prosperous market. 


COLUMBIA’S FRIENDLY VOICE IN BOSTON 
Operated by CBS. Represented by Radio Sales with offices in New York 


Chicago + Detroit + San Francisco + Los Angeles + Charlotte + St. Louis 


or even more detailed information about WEEI's performance in this rich New 
England Market, write for a copy of the new brochure “Wise Men Look Twice.” 


at 
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San epee: 


October 27, 194) 


Features Cities 


Delta Air Lines, Atlanta, is 


in- 


augurating a new advertising cam- 


paign which will feature the cities 

along its routes. First insertion of 

the new series will salute Cin- 
cinnati. 

; ~ 

AD MEN | 


SAY IT’S 
“UPPER-PLATE”’ 
APPEAL! 


If you have bought printing 
plates ... fretted over flaws in 
etching . . . paid for oversized 
makeready time... or wondered 
if you’d ever see an all-around 
hair line register, you'll get the 
idea! Nothing else than “upper 
crust” engraving can turn out an 
upper quality plate ... and that’s 
our story. We've thrived for 20 
years by making the kind of 
simple and complex engravings 
that put “fact” in “satisfaction”. 


You guess it’s the Old Story? 
Or figure that we charge a 
premium for giving you the fin- 
est type of service and crafts- 
manship you can buy? 


Of course you do. Yet if curi- 
osity makes you wonder just a 
little. If you feel in the mood to 
be really hardboiled, pick us for 
your next engraving job with 
this understanding: It’s our gift 
to YOU if we don’t demonstrate 
an irreproachable standard from 
pickup to invoice; please you in 
every last detail. 


ADVANCE 


ENGRAVING COMPANY 
INC. 
Harrison 3440 - CHICAGO 


A COMPLETE Photo-Engraving Service 


] 


Annual Report Is | 
Sales Tool for 
Press Maker 


Cleveland, Oct. 22.—Harris-Sey- 
bold-Potter Company, maker of 
lithographing, printing and gravure 
presses, paper cutting and _ book- 
binding machinery, has found a 
double purpose in the presentation 
of its annual financial report, just 
released, which advises stockholders 
and employes that the company 
made a net profit of $402,683 for the 
year ending June 30, compared with 
$250,535 for the previous year. 

There is the customary purpose 
of course, of telling about the com- 
pany’s financial situation. 
Beck, sales promotion manager, 
notes another purpose, observing 
that the report is a demonstration 
of lithography in color. “As there 
are approximately 2,500 corpora- 
tions publishing annual reports and 
it is estimated that upwards of 20,- 
000,000 reports are printed annu- 
ally, it seems as if this class of 
printing should represent a field of 
endeavor for lithographers. An- 
nual reports are also recurring busi- 
ness and are attractive for this rea- 
son.” 

As befits a report intended to be 
an example of what well produced 
reports can be, this one is a model 
of simplicity, both in arrangement 
and the use of color. The page de- 
voted to assets or “what we have” 
is broken down into easily under- 
standable units with an additional 
column showing the amount of as- 
sets invested for each employe, this 
being the first time the company 
has distributed the annual report to 
employes. A similar breakdown is 
arranged for the page showing lia- 
bilities or “what we owe.” 


CHAMPION PAPER ISSUES 
THIRD EMPLOYE REPORT 


Hamilton, O., Oct. The 
Champion Paper & Fibre Company 
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ADVERTISING AGE 


takes its hair down, so to speak, 
in the third annual report it has 
just made to employes in a beauti- 
fully printed 32-page booklet. Is- 
sued in three editions, one for each 
of the company’s three production 
units, the booklet takes an unusual! 
slant at the start with a review by 
one of the shopmen and his picture 
in working clothes. There is plenti- 
ful use of charts to explain com- 
pany operations; many photographs 
of employes, company officials, and 
plant operations; a list of Champion 
products, and, finally, a detachable 
card which the employe is asked to 
use for observations on the booklet 
and suggestions for its improve- 
ment. The company distributed 
$550,650 to stockholders during the 
fiscal year ending April 27. 


Columbia Pictures Corp. 

Net earnings for the year ending 
June 28 were $552,744, compared 
with $512,186 for the previous year. 


Masonite Corp. 

Net profit for the year ending 
Aug. 31 was $2,010,886, compared 
with $1,659,348 for the year preced- 
ing. 


'Lockheed Aircraft 

Net income for the first half of 
1941 was $3,833,306, compared with 
$2,022,619 for the first half of 1940. 


White Rock Mineral Springs 

Earnings for the first six months 
of 1941 were $67,303, compared 
with $90,378 for the first half of 
last year. 


Dow Chemical 

Earnings for the quarter ending 
Aug. 31 were $2,104,282, compared 
with $2,104,946 for the same period 
in 1940. 


Royal Typewriter 


Net income for the year ending 


July 31 was $2,732,852, compared 
with $2,387,753 for the previous 
year. 


Underwood Elliott Fisher 


| year 


NEWSPAPER 


ADVERTISING AT A GLANCE 


S9EPTINGER 1941 - 194 Lo BAIN 
CLASS IF ICAT IONS 5 ~*& -x 2 ' 10 
Reta 3.3 ew } 
| 
SE NE RAL 5.5 | corpene: | 
| 
AUTOMOTIVE 4.8 | 
| 
i" 
FINANCE 1 AL 16.1 | ne 
| } 
Tora, Di sear 1.2 ” | 
LASSIFIED -2.6 ~ 
TOTAL ADVERTISING 4 | : 
DEPARTMENT STORES 0 | = | 
= 
i ‘et 4 194) 194 
_ — — — 
METALL 4.5 | ee 
DENERAL 2.0 | | _ 
| 
P | | 
AuTUMOTI ve 8.0 | ic mateumcnainel 
| | 
FINANCIAL 6.8 | | | 
Tota, Diseuay 2.4 | | 
| LASSIF IED 6.1 | | | 
' 
TOTAL ADVERTISING 3.2 | 
LEP ARTMENT STORES 4.1 | 
-50 -%& -w® 2 -10 9) 10 


Variations in newspaper advertising for September, as compared with Septemter 
1940, and for the Jan. | to Sept. 30 periods of the two respective years «re 
shown in this chart by Media Records, Inc. 


—_— 


with $781,267 for the like period a Soundies Names Crouch 


ago. 


Eureka Vacuum Cleaner 


| Earnings for nine months ending | 


| Sept. 30, were $2,552,226, compared 
with $1,377,223 for the like period 
}a year ago. 


Western Union 

Net profit for eight months end- 
ing Aug. 31 was $4,744,892, com- 
pared with $1,854,086 for the same 
period a year ago. 


Norwich Pharmacal Co. 

Net income for nine months end- 
| ing Sept. 30 was $590,376, compared 
| with $575,054 for the like period a 
| year ago. 


American Tel. & Tel. 

Net income for 12 months ending 
Sept. 30 was $196,095,456, compared 
with $182,912,202 for the preced- 
ing year. 


Johns-Manville 

Earnings for nine months ending 
Sept. 30 were $4,488,984, compared 
| With $3,526,325 for the like period 
a year ago. 
Kimberly-Clark Corp. 
| Net profit for the year ending 
| Sept. 30 was $2,555,074, compared 


| with $2,947,031 for the previous 
| year. 

‘Lehn & Fink 

| Net income for the quarter end- 


ing Sept. 30 was $129,292, 
| pared with $110,502 for the 
| parable period a year ago. 


com- 
com- 


Peter Fox Brewing Co. 

Earnings for the quarter ending 
Sept. 30 were $139,077, compared 
| with $119,097 for the same period 
| last year. 


Pennsylvania R. R. 
| Net profit for eight months end- 
| ing Aug. 31 was $28,672,393, com- 
| pared with $20,875,005 for the same 


| period a year ago. 
| 


Caterpillar Tractor Co. 

| Net income for the year ending 
| Sept. 30 was $8,226,176, compared 
| With $7,590,371 for the year pre- 
ceding. 


Continental Baking Co. 
Earnings for 13 weeks ending 
Sept. 27 were $495,694, compared 


| 


Net loss for the year ending July 
31 was $475,113. 


General Electric 

Net income for nine months end- 
ing Sept. 30 was $37,471,681, com- 
pared with $37,094,776 for the com- 
parable period a year ago. 


McGraw-Hill Publishing Co. 

Earnings for nine months ending 
Sept. 30 were $849,318, compared 
with $663.980 for the same time last 
year. 


Van Raalte Co. 

Net profit for nine months ending 
Sept. 30 was $664,849, compared 
with $530,801 for the first nine 
months of 1940. 


KMYR Adds Trunk 

Fletcher Trunk, 
Raymond Keane 
Agency, Denver, has joined KMYR, 
Denver. 


formerly with 


Advertising: 


William F. Crouch, much of w hos 
15 years experience in pubiicit 
and advertising has been pent 


with motion picture studios anc thy 
Fox West Coast theaters in Cali- 
fornia, has been appointed dirccto 
of advertising and_ publicit of 
Soundies Distributing Corporatio; 
of America, Merchandise Mart 
cago. 


Advances J. H. Groet 


J. H. Groet, Jr., former! 
charge of advertising and publ 
relations work for its Cincin: 
stores, has been named merchandis 
manager of Sears, Roebuck & C 
Cincinnati. Bernard R. _ Rodne 
formerly advertising assistant 
taken over Mr. Groet’s previou 
position, 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing — Mimeographing 


THE LETTER SHOP, Inc. 


140 Ss. 


Dearborn St. 
CHICAGO 
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Edited by 
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Archiiects Band Together 
for Mutual Preservation 


As . result of effects of the de- 
fense program on the building 
ndust:y there is a renaissance of 
intere among architects in the 
activites of their professional or- 
ganizations, Kenneth Reid, editor, 
Penci! Points, observes in his Octo- 
bel sue. Drives for increased 
membership are being launched. 
Fffort: are being seriously made to 
unite hitherto separate groups that 
rave existed side by side.in the 
same areas. The object is to gain 
strength in numbers and thus in- 
rease power in action. The move- 
ments are being focussed around 
yublic relations activities, and out 
of it, the editor feels, will come 


yermanent benefit in the form of a 
stronger, better organized profes- 
sion, ready and able to insist upon 
ts right to serve a society that will 


be needing it more than ever in 
the years ahead. 

In the field of direct architec- 
tural activity there has been a 
trend for some time toward the 
arge organization—the government 
bureau, the big corporation’s archi- 
tectural department, and more 
ately the expanded office of the 


architectural and engineering firm 
which has been successful in land- 
g the big defense contract. One 
by one, small offices of perhaps 
undreds of individual practition- 
s have been closed as their own- 


ers have merged themselves into 
larger and larger groups serving 
the mass client, represented by 


either government or big business. 
That, of course, Mr. Reid points 
ut, is just a trend and not a uni- 
rule and there are many 
ndividual architects who will be 
ible to hold out against it, even 
though application of priorities 
Smaking it harder and harder to do 
Ss, And it is this situation which 
is bringing the independent units 
n the profession together 
n their local organizations 


ersal 


Is 


closer 


Dentistry Behind the 
Eight Ball 
Defending 
sion against 
presulted from 


the dentistry 
charges which have 
the disqualification 
of a large percentage of draftees 
because of defective teeth, Walter 
H. Jacobs, D. D. S., writing in the 
October Oral Hygiene, asserts the 
fault is not with poor dental work 
but rather with the public which 
will spend its income for luxuries 
before taking proper care of its 
ealth, Perhaps, he declares, in 
eferring to the wholesale rejec- 
tons, the tooth has become more 
mportant than the man and what 
€ can do to protect his country! 
“But let us not make hasty com- 


protes- 


arisons and confuse ‘mastication 
WwWers’ with fighting spirit, pa- 
inotism, and modern equipment,” 


Orlando, Florida — 


Reported by the Business Press 
RALPH O. McGRAW 


| throughout 


he continues. Let us wonder about 
the dental conditions of the farmers 
and Yankee _ provincial militia 
drawn up on the green at Lexing- 
ton on the morning of April 19, 
1775. Possibly only the dental 
Adonises were allowed to. stand 
their ground! Were there dental 
hygienists and lecturers On oral 
hygiene for the men in the miser- 
able huts during the terrible winter 
of at Valley Forge? George 
Washington, we know, had more 
trouble with his teeth than could be 
endured calmly by most people, 
but he still goes down in the record 
books as one of the finest generals 
in 


Pel 
a 


history. Maybe our 
brothers broke the Union lines at 
Bull Run, because they all had a 
prophylaxis the night before the 
battle! And, could it be that Grant's 
gingivae were in better condition 
than Lee’s at Appomattox? Why 
don’t the dental boys get wise to 
themselves? A man inside a tank 


with the proper mental equipment 
and the “old college fight” in him 


doesn't need three occluding poste- 
rior teeth to tear the countryside 
wide open. And ae dive-bomber 


will be just as deadly, if its pilot 
full upper denture as if he 
has just won the prize for the best 
teeth in the squadron, 

“Thousands of young, strong, 
alert, potential defenders of our 
country are being turned down fo: 
military service because they 
haven't enough teeth of 
John Paul Jones and his underfed, 


has a 


shades 


underclothed, overworked crew in 
a large rowboat giving the great 


English fleet the old “heave-ho”! 


“No, dentistry’s status mustn't 
change! But the public’s must! 
Dentistry has nothing to be 


ashamed of, but its leaders and the 
dear public might have. Dentistry 
hasn't neglected the teeth of the 
youth of the nation, but it might 
be the other way around And 
finally, when it comes to the de- 
fense of the old family homestead 
just keep punching, Uncle Sam, 
never mind the close-up smile.” 


Wages and Traffic Output 
of Railway Employes 

Although labor leaders  partici- 
pating in the railway wage hearing 
before an emergency fact-finding 
board appointed by the President 
contend that the output of “produc- 
tive efficiency” of railway employes 
has increased faster than thei 
wages, and that consequently labor 
per unit of traffic have de- 
clined, Railway Age for Oct. 18 
counters with the following data for 
years spaced five years apart during 
the last 25 years: 

“Wages per 1,000 traffic units in 
1915 were $3.34. Wages and the 
number of employes increased rela- 
tively much more than traffic 
during the last war period that in 
1920 wages per 1,000 units of traffic 
were $6.69—an increase of more 
than 100 per cent within five years. 

“Both wages and the number of 
employes were subsequently re- 
duced from the high war and post- 
war level, and efficiency of opera- 
tion was steadily increased; but in 
1925 wages per 1,000 traffic units 
were still $5.48; in 1930 were $5.44; 
in 1935 were $4.88; and in 1940 
were $4.42. Thus, in spite of the 
great increase in railway operating 
efficiency, and consequently in out- 
put of traffic units per employe, 
wages per 1,000 traffic units were 
still 32 per cent higher in 1940 than 
twenty-five years before in 1915. 

“In the first six months of 1941 
traffic units per employe were 13 
per cent more than in the first half 
of 1940. Consequently a 13 per 
cent advance in wages would have 
made wages per unit of traffic as 
high as in 1940. Assuming relatively 
the same increase in traffic units 
per employe throughout 1941 as in 
the first half of the year, the 41 
per cent average advance in wages 
now being sought would have 
made wages per 1,000 traffic units 
this year $6.07—the 


costs 


sO 


Southern 


per cent higher than in 1940. 
“In addition, since 
riers have been paying a payroll tax 


to provide a retirement fund for 
employes which must now be in- 
cluded in labor costs. This made 
total labor costs per 1,000 traffic 
units in 1940 almost $4.69, and with 
the 41 per cent advance in wages 
now demanded, would have made 


them this year about $6.43 or 92 per 
cent more than in 1915; only 4 per 
cent less than in 1920; about 17 per 


cent more than in 1925 and 1930, 
and over 37 per cent more than in 
1940." 


Adds Short Wave 


Station KSFO, San Francisco, has 
received permission from the Fed- 
eral Communications Commission 
to operate a 100,000 watt interna- 
tional short wave station. The new 
station will give San Francisco the 
world’s largest operating short wave 
station, KSFO officials said 


Gets Radio Account 


Buffalo Broadcasting Corporation, 
operator of WKBW and WGR, has 
named Baldwin & Strachan, Buf- 
falo, to direct its advertising. 


1936 the car-' 


* 
Neighbors Say? 

New York, Oct. 22.—Night life in 
this city extends far beyond the 
contines of Broadway, it appeared 
when Station WOR released 
latest tindings in its 
study of radio listening habits. On 
the of personal interviews 
With 11,633 typical New York fami- 
lies, it was found that four per 
cent are “available to listen” be- 
tween the hours of 2 a. m. and 
6 a.m. 

The survey also emphasized 
fact that news programs are popular 
With all income groups Baseball 
broadcasts were found to be the 
“all-out favorites” among all kinds 
of listeners in all income classes 
The WOR study is under the direc- 


basis 


tion of Joseph Creamer, sales pro-| 


motion manager of the station, and 
is handled by Crossley, Inc 


McKay Joins NBC 


John McKay, public relations and 
special events director of Station 
WFIL, Philadelphia, has been ap- 
pointed manager of the press divi- 
sion of the National Broadcasting 
Company, New York. 


the | 
continuing | 


the | 


includes spotting of the singer’s 
records in Lime Cola markets, per- 


| sonal appearance tours by the en- 


tertainer, and beverage tie-ups. 
Davis, Harrison & Simmonds, Holly- 
wood, is the agency. 


Gets Sibley Account 

Carter, Jones & Taylor, South 
Bend, has been named to direct the 
advertising of Sibley Machine and 
Foundry Corporation, South Bend, 
Ind. 


GO PLACES AND DO THINGS 
528 Label Ideas for the asking 


EVER READY LABEL CORPORATIC 


148 EAST 26th STREET NEW YORK. N.Y 


PRINTING... 
By Men Who Know How 


A major selling point for work produced by Printing 
Products Corporation that cannot be over-emphasized is 


the careful supervision each order receives 


Be it a cat- 


alog, publication, broadside, booklet, folder or other pro- 
motional piece, from the very first step to the last, each is 
handled by men with years of experience in the highest 
quality standards ¢ This experience of “knowing how” is 
one of the reasons why work done by this organization 
stands for the best that can be produced # When you buy 
printing we are prepared to relieve you of much respon- 
sibility. Our services when needed, aside from the actual 
production of printing, include planning, copy writing, art, 
photography, typesetting, engraving and electrotyping ¢ 
Through our spirit of co-operation you will find us of value 
But, of course, our real ability to weld with the efforts of 
your organization can never be known by you until test 
tells the story. Printing Products Corporation is at your 
service, and estimates on work now planned or for future 
consideration will be gladly given without obligation. 


PRINTING PRODUCTS CORPORATION 
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26 ADVERTISING AGE October 27, 


Navy's Campaign Enlarge Spring G etting Pers on al Durene May Tel! 


for Recruits Campaign for Consumers of 
Shows Results Colonial Fabrics In case anyone thinks that publishers don’t work, witness the Defense Effort 


speaking itinerary of Ralph Nicholson, president-publisher of the New 


M 


Washington, D. C., Oct. 23.—Fur- New York, Oct. 21.—Calling on| Orleans Item. who in the brief span of five days appeared as prin- New York, Oct. 21.—Althoug; 
ther proof of the effectiveness of | Hollywood to lend glamor to the in-| cipal speaker before the Recess Club of New Orleans, the West Bank current demand for merceriz it. 
the Navy's advertising for recruits| terior decoration field, Colonial; Rotary Club, and the New Orieans Association of Commerce. . . ton yarn exceeds the industry’. pro. 
was supplied recently when the Decorative Fabrics will supplement Wesley Griswold, Travelers Insurance Co. publicitor, is now touring ductive capacity, . the Duren» aAg¢. 
Navy Department released a copy of | expanded magazine advertising, New York; object of junket being to acquaint civic bodies with aspects SoOciation of America may so joir 
a letter from Capt. F. E. M. Whiting,| with motion picture tie-ups in the! of the state’s new automobile financial responsibility law. . . the large number of adve: tiser. 
director of recruiting, to William A.| spring campaign for its new Ameri- Arnold Van Leer, New England a.m. for Paramount Pictures, New who have put reuns S ASIs 
Thomson, director of the Bureau of | can Studio Prints. The fabrics will) york. is off for a vacation in California. .. Stanley C. Kuttner, prod. on consumer promotion as sult 
Advertising, American Newspaper) be used in the sets of two produc- mgr. of Kuttner & Kuttner, Chicago, has been called to the colors. . . of the defense effort. 

Publishers’ Association tions by Columbia Pictures Cor- E. A. Doepke, In a 990-line insertion 

The letter cited figures covering poration. : Jr., local a.m. of Journal of Commerce he ‘ 
enlistments at the main stations in Use of the Colonial prints to “en- IT S TEDDY GLUTZ the Patriot and trade association, composed f i 
the three test states where first| hance the beauty of famous Holly- Evening News, |'@¥ material suppliers to manv- 

Harrisburg, Pa., facturers of knitted cotton ¢. 
has been elect- |ments, reminded manufa: tury 
| ed president of ;and wholesalers that with t © ey. 


the Harrisburg | Pansion of the defense prog) 
Chamber of |consumer will “be faced \ 
Commerce. . . | necessity of buying goods a 
Owen E. Lyons, | P@rel that will give longe: eal 
a.m. of Menasha | 2nd described the Durene lal 


advertising appeared July 7. Not! wood stars” will be featured in a | 

only did enlistments rise sharply | three-page pull-out insertion in the — 

during the eight weeks of the cam-| February House Beautiful, to be ‘ . 

paign but the total continues to! followed by two half pages in 

climb since the drive ended. March and May issues. With the , > - 

The letter mentioned the follow-| new fabrics, Colonial will institute 

ing recruiting figures for the past! informative labeling with a certifi- : 
=a 


five months cate, in the form of a hang-tag, 


May June July Aug. Sept. guaranteeing washability, sunfast- gies Products div. of | Symbol of “top flight quality. Co, 
ag Ay 124 D1 199 398 ty ness and absence of shrinkage. The o f Z Marathon Pa-_ concludes by pointing out th 
St. Louis 181 299 249 445 419 tags will be attached to fabrics sold - t per Mills, Men- 40m of emphasizing quality 
June figures are not normal be-| py the yard, to be known as Colonial asha, Wis., was Currently engaged in a ©. 
cause of the end of school, when | Certified Service Fabrics, and all married to Jo- year-old educational campa 
enlistments also increase. Taking 


ready-made items. 
May as the base, however, recruits A 24-page booklet, “Decorative 
obtained the month after advertis-| Paprics in Your Home.” written by 
ing ended at these three stations | wij} Funston, designer of the Co- 
almost tripled the previous total. jonja] line, will be available to re- 
The drive in these three states tajjers. Post & Johnson is the 
ended the final week in August, but | agency while Trinity Associates di- 
September enlistments were higher | pects merchandising. 
in two of the cities. 

Capt. Whiting pointed out that it 


sephine Snyder cluding direct mail, person 
in Milwaukee, | tact and advertising confined Os 
recently. . . entirely to business pape: the 
Irving H. @ssociation plans to step 
MacKenzie, De- Consumer advertising durin. th 
Thaddeus B. Glutz, who thinks it's unpatriotic to advertise, troit space buy- cage I gy Me ge a . 
is shown to George Morgan, advertising manager, Ogden ©! for J. Stirl- chandise. C br hey — ity mer- 
Standard-Examiner, and Marion C. Nelson, president, Gill- ing Getchell. neon ise. Consume: promoti ih 
ham Advertising Agency, Salt Lake City, by R. T. Harris of —Inc., is passing een limited: to Parents’ Magazin 


. +s sgare for | Facing an increasing consumer , 
ia ain indies te tiie inal iene LIL Area Gets — R. T. Harris Advertising Agency, Salt Lake, at the annual out cigars for ois additi wag CONSUMEr de. 
oh sti te big Sada | ABC D fall meeting of Utah-ldaho newspaper admen in the same that son of his M@nad in a ition to the need f 
but promised to supply Mr. Thom- esignations city. Mr. Harris used cartoons to illustrate his talk. score now cotton socks and other garments { 
son with additional information “as In accordance with a decision of one and one for | the armed forces, the industry's ey 
oi ova — se = = i or Rr wd aoa . - Mthe period the MacKenzies Cliff Johnson, producer of CBS’ “Adam About  Pansion will be limited only 
noeeners ian nage since ae eek 30 "1040, oa 4 are Eve,” put in an embarrassed appearance before 105 women in negli- capacity to produce, according 
‘*xDaNS , > Das “ny dav > y sept. . 940, Issue > ‘ ‘ . > assock > ‘e 
expansion within the past few days ne & , ei, og rhe gees at the Fortnightly Club meeting in Chicago gathering mate- the association. The Durene me 
to Michigan and Wisconsin, news- Nassau Daily Review-Star = and “ie, cerized yar riligggemnsis 
vapers in 18 states have carried | Newsday, carry a new geographic rial for his show, official reason ee yarn, more expensive th 
aan ‘opy. Bi s B: i “ a designation “Hempstead Town, Francis W. Gerhardt, a.e. at Y&R, is interested in interior decorat- others on the market, is said to by 
tine’ » hog ad vork | ys L. I., N. Y., Nassau County.” ing and doesn't think it’s managed very efficiently as a business. So longer-wearing and to possess ad 


The new terminology is designed he took his life in his hands and said as much in 
to eliminate confusion which existed) “Decorators Must Be Boobs” 


Se in vg ne pine the two a Interiors. To prove that they can take it, the interior decorators charge. 

rere S » sa ‘ x , 

Advance Odmark different pga pet veneer’ pounced on him and invited him to speak at a meeting of the N. Y. : 
Marion Odmark, formerly editor , shows a breakdown for “city zone,” | chapter of the American Institute of Decorators. 


a letter entitled | Y@ntages from the health stand 


agency. : ene alas , 
— which appeared in the August issue of |P0int Lockhart Internationa 


“Forbes” Announces 


of “This Week in Chicago,” has | “remainder in Nassau County,” and The Y. W. C. A. is the latest organization to enlist admen and Ess 
been named assistant publisher. “all other.” women to solicit funds. William H. Johns, chairman of the board at ay Contest 
BBDO, heads the advertising committee for the campaign to raise Forbes has announced a cont 


. , : , > 9 ; 
from men while Gay Walton, a.m. of Julius Kayser & Co., will work of not more than 1,200 wor 


: = nage a ee a ssleeaiiien i “Why Advertising Should Be lain. 
« TH ERE is AVAILABLE TO NA- on ee of he own sex in the advertising busine: ae tained During Scarcity.” The cot 


( 
change of address for Roy S. Durstine, who has leased a suite — tect js open to everyone, and the 


at 7 Gracie Square; Maurice H. Bent, v.p. of B-S-H, who has taken are no conditions of entry exce 
TIONAL ADVERTISERS A SPECIAL- a penthouse at 410 E. 57th street; and William S. Paley, CBS presi- | that papers must not have been pu 
dent, who has leased a large duplex apartment at 134 E. 71st street... lished previously. Entries becom | 
D Abbott Kimball, agency head, was awarded the Clement Cleveland | the publishing company’s propert 
IZED SERVICE IN PLANNING, E- Medal for 1941 in recognition of his services in developing the maga- The contest closes Nov. 15 
zine advertising program of the New York City Cancer Committee. Entries should be addres ed | 
S | G N IN G AN D PR 0 D U CTIO N 0 t Among those invited to air their pet peeves on beauty salon opera- Forbes, 120 Fifth avenue, New Y 
tions before the Official Show and National Hairdressers’ Convention 


was Janet Price, copy chief of Street & Finney. . . Ellis Elects Price 
LITHOGRAPHED DISPLAY MATERIAL Latest arrival at the Bronx Zoo is a seven-month-old cow moose, 


John F. Price, ace »xecull 

a gift from Stanley Resor, J-W-T president, who captured and raised ae the chiens page ' a 

bd | I MAY B i I H A i i H E SKILL airy ina doa K. Ellis & Co., has been elected 
ming ranch 


— ~, MANHATTAN MARINERS vice-president of the agency 


$225,000 for the New York Y. W. C. A. He will seek contributions - offering a top price of $250 for paper | 


AND EXPERIENCE OF THIS tte 2 _ 


00 


of Y&R’s presi- 


dent, was the 
ORGANIZATION COULD BE USED idea-girl behind 


the China Clip- 


ADVANTAGEOUSLY BY YOU. it.co.: 


art’s Fifth av- 
enue Automat 
She is vice- 


chairman of the 

women's” divi- 

sion of United 

China Relief in 
charge of par- 


Making the most of the last lingering days of Indian summer 


ties. are Thomas Hughes (left), secretary, National Export Adver- 
James N. tising Service, New York, and Henry Kress, president, Asso- 
Cooke, g.m. of ciation of Young Advertising Men. 


Cummer Prod- 
ucts and Molle, is engaged to Nancy Reynolds, of Montclair, N. J 
The prospective bride captured the national amateur ski cham- 
pionship this year. . . Orange blossoms to Helene S. Burton, of the 
WOR press department, who is engaged to Sheldon Kaplan, New 
York attorney. She's the daughter of Leon J. Bamberger, s.p.m. of | 
RKO-Radio Pictures. 

Neville Miller, NAB president, is now an Otoe Indian. The chief 
of an Oklahoma tribe crowned him with a handsome headdress and 
conferred the title “Chief Flying Words” on the broadcasting leader 
during 10th district AFA convention at Tulsa... Eugene Meyer, pub- 
lisher of the Washington Post, has returned from his trip to England 

Mark O'Dea, the New York agency head who is now doing his bit 
for defense by serving as information director of the Maritime Com- 
mission, traveled to the West Coast in connection with his merchant 


marine duties. He addressed a San Francisco meeting and inspected KAUFMANN F 


shipbuilding progress elsewhere. 425 S. WABASH AVE. © 
Rudolph G. Hammer, who works in the sales promotion depart- 


ment of Refractory & Insulation Corp., New York, has donned Uncle 
Sam’s khaki . . . John F. Treadway, a.m. of the Treadway Inn _ WRITE FOR PHOTO 


chain, and Miss Laura L. Bosworth were recently married in Holy ¥ OF 2000 SuB) 
Cross church, Holyoke, Mass 
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Here are six important cities about as widely separated as any 
in North America and yet ADVERTISING AGE was in all of 
them for the news. The result was that in thousands of adver- 
tising and agency offices in every section of the country this 
news arrived fresh on Monday morning. Here is business paper 
publishing with newspaper speed. 


By air mail, by phone and wire the || editors and 70 correspon- 
dents of the ADVERTISING AGE editorial staff located at 
strategic points all over the United States and in foreign coun- 
tries send in the news wherever and whenever it happens. Week 
after week they're on the job gathering complete details which 
make up the crisp, exciting drama of developments in adver- 
tising and merchandising. 


War and defense programs are disrupting regular business 
activities. Shifting populations, increasing employment and 
rising standards of living are creating entirely new merchandis- 
ing and advertising problems. News about these changes is 
breaking in all lines, all over the country. That's why more and 
more advertising and merchandising men and women are turn- 


Vb — ound 


od or ‘er “ee 


IT 
APPENED 
HERE! 


Z 
yy 
‘X 


And ADVERTISING AGE 
Editors and Correspondents 
Were There to get 

\ The Facts! 


ing to ADVERTISING AGE for significant reports that will 
affect their business, their personal interests and their futures. 
They know that ADVERTISING AGE has the largest editorial 
staff ever organized to report the marketing and merchandising 
activities of all kinds of companies throughout the nation. They 
know they will get the news, when it's still news—completely, 
accurately and authoritatively. 


Editorial representation is particularly strong in Washington, 
because of the importance and extent of business regulation, 
new legislation affecting business and the activities of various 
government organizations in fields paralleling business opera- 
tions. ADVERTISING AGE is the only publication in the field 
with its own full-time Washington editorial office. 


That’s why ADVERTISING AGE has top readership 
among all advertising publications. Seven recent 
consecutive readership surveys made by advertisers 


and advertising agencies and reported to us show 
ADVERTISING AGE “tops’’ in each case. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 East Ohio St., Chicago 


SAN FRANCISCO 
Russ Building 


330 W. 42nd St., New York 


LOS ANGELES 
Garfield Building 
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Ingersoll Upholds 
Practice of Using 
Old Watch Parts 


Washington, D. C., Oct. 21.—In- 
gersoll-Waterbury Company, in an 
answer to a complaint issued re- 
cently by the Federal Trade Com- 
mission, has admitted that it some- 
times uses movements and other 
parts recovered from watches re- 
turned to the factory for repair or 
replacement to make new watches, 
but denies that this and other prac- 
tices injure the public or constitute 
unfair practices. 

Ingersoll stated in its answer that 
the used parts which are incorpor- 
ated in watches subsequently sold 
as new receive the benefits of addi- 
tional inspection, which makes the 
watches containing them good 
or better than, watches made 
from brand new materials. 

Ingersoll asserted that movements 
and other parts removed from 
watches sent back to its factory are 
inspected to determine whether 
they are as good or better than new. 
When that is found to be the case, 
such materials are placed in re-| 
ceptacles where stock is kept await- | 
ing assembly into finished watches. 


Buys “Child Life” 
Clayton H. Ernst, Boston 
lisher of The Open Road for Boys 
and Outdoors, has purchased Child 
Life, 
McNally & Co., 
offices of the magazine 
maintained in the Rand 
bldg. in Chicago and will 
rected by Wilma K. McFarland, 
editor-in-chief since 1938. The 
magazine will continue to be printed 
by Rand McNally. Administrative 


as 


as, 


Editorial 
will be 
McNally 

be di- 


Chicago. 


at 729 Boylston street, Boston, and 


advertising offices will be located at | 


307 N. Michigan avenue, 
and 1 E. 42nd street, 


Chicago, 
New York. 


EYE’ CATCHERS 


FREE PROOFS! 


SAVE 80% ON 
PICTURECOSTS 


Eye*Catchers brings you pictures under a 


unique plan that reduces the cost to unheard 
of low levels Smart, timely shots that sell, 
posed in one of New York's largest studios 


with famous high-priced models used in na 
tional advertising In Eye*Catchers you get 


the best in pictures but you pay the /east 


Proof 
Eye* 


Send today for free 
books and details of 
No obligations. 


EYE* CATCHERS Inc 
10 -e 38th Street, New 


*k 


FREE OFFER: 


Catchers Plan 


eg S. Pat. ( fice 


| 


| fondness 


Charles of Ritz 
Bases Success on 
Powder Blending 


Procedure Provides 
Basis for Sales Talk on 
Other Items 


By JUDITH CORTADA 


New York, Oct. 21.—If Charles of 
the Ritz, Inc., ever puts out a book 
on “how to succeed in business,” an 
entire chapter should be devoted to 
the art of capitalizing on feminine 
foibles. 

For the cos- 
metic house, 
whose sales vol- 
ume is 40 times 
what it was 12 
years ago, can 
directly trace 
this phenomenal 
to the 

of the 
fairer sex for 
| made - to - order 


spurt 


“Nee jast had 


|goods and serv- ~ 
lices. AS e@x- ts a a the Rt 
|plained to Ap- 


pub- | 


heretofore published by Rand | 


| talk 


Py end of their first 


offices of Child Life will be located | me", @ 


|dure which gives 


jportunity 


blend my own 
VERTISING AGE by 
Richard Salo- 


personal lace 


mon, president, powder shade. 
the success of And what eo 
the entire line differeace ii makes! 
rests on the " 

r t a 
blending of face, 


powder “over the  m«o 
counter” for each = “*t® °%  # blends © diferent 
individual cus- e for ¢ 

proce- 


the 
blender 


powder 

an op- . ¥ 
to 
sales 
other 


launch a 

for 

items. 
Coming to the 


year in business, 
during which 
| they had spent $200,000 in adver- 
| tising and had chalked up $50,000 
worth of business, two executives 
of the company sat in a Pittsburgh 
restaurant one day in 1929 and 
pondered ways and means of getting 
out of the red. The cosmetic buyer 
in the local branch of Gimbel Bros. 
had flatly refused to take another 
line into her crowded department. 
Cudgeling his brains to find “some- 
thing spectacular” that would set 
his cosmetics apart from the “‘com- 
mon herd,’ Otto Cohen, founder 
and former’ president of Lady 
Esther and now vice-president and 
sales manager of Charles of the Ritz, 
suddenly clapped his hands _to- 
gether. He had thought of blend- 
ing face powder to individual tastes, 


|then being done on a small scale 


| by 


'on the new 


with which he 
Powder blend- 


another house 
| aad been associated. 
ing had never been offered 
regular service of a _ toiletries 
| partment but had been limited 
the beauty salon. 


as a 
de- 
to 


Greeted with Disfavor 


The general run of buyers looked 
idea with disfavor. Not 
only did they regard it as a fad 
which would soon die a natural 
death but powder blending, they 
pointed out, can be a very messy 
procedure, covering surrounding 
counters and customers with a film 
of dust. Even today, with 850 dis- 
tributing department stores testify- 
ing to the fact that it can be done 
neatly, Charles of the Ritz is unable 
to break down the resistance of 
one coveted outlet which refuses to 
take a chance on offending its cus- 
tomers. 

The Gimbel buyer, 
turned thumbs down 
once, was the only one who would 
gamble on the new feature. Now 
it was not “just another line,” but 
a treatment line whose special fea- 
ture was a blended face powder. 
Another factor which helped clinch 
Joos deal was a survey which showed 
‘that although 95 per cent of women 
| use powder, only 30 per cent use 
creams. Seizing on these figures 


who had 
on the line 


with gusto, Mr. Cohen argued that 
while many women enter stores to 
buy powder, 70 per cent of them 
have never been exposed to selling 
for treatment preparations. A box 
of powder, prepared for sale, can be 
purchased very quickly. But while 
the girl behind the counter mixes 
powder to blend with the customer’s 
coloring, she can easily start a con- 
versation about the other prepara- 
tions and sell at least to some 
women who had never thought of 
using them. 

Once the new line had established 
itself as a success in Gimbel’s Pitts- 
burgh store, its reputation spread 
quickly and buyer resistance disap- 
peared. Distribution has been con- 


fined to department stores since 
only in this type of outlet can 
Charles of the Ritz secure the 


necessary good location and coop- 
eration on which powder blending 
depends as a_ promotional stunt. 
The formula card which the powder 
blending girl makes out for each 
|customer is kept on permanent file 
and customers may reorder their 
|}exact shade by mail or telephone. 


Blenders Hired by Stores 


Powder blenders are hired by the 
stores, trained by 12 traveling 
demonstrators and then given spe- 
cial instruction in a two weeks 
course at a school maintained by 
Charles of the Ritz. With the 
exception of stores in the large 
metropolitan centers, the first house 
in every city has exclusive distri- 
bution. 

The powder: 
not merely a 
to other 


blending feature 
stunt but lends itself 
advantages which have 
been instrumental in building up 
the number of outlets. Since Charles 
of the Ritz sells empty boxes to its 
distributors and gives them the 
basic powder pigments, the price- 
cutting problem is eliminated. In 
addition, the average manufacturer 
has to change his powder when 
fashion dictates darker or lighter 
hues while Charles of the Ritz 
merely instructs its staff. 

In 1937, Charles of the Ritz again 
entered the advertising picture de- 
spite its showing in 1928. For four 
years the entire line has been pro- 
moted in Harper's Bazaar, The New 
Yorker and Vogue. With a 1941 
advertising appropriation of $40,000, 
60 per cent higher than the 1940 
budget and three times the size of 
the 1937 expenditure, the current 
campaign continues insertions for 
the packaged items in Harper's 
Bazaar and Vogue, while copy in 
The New Yorker shifts to exclusive 
emphasis on the powder blending 
feature. Unless the difficulty of 
securing materials interferes with 
present plans, the 1942 expendi- 
ture will again be 60 per cent 
higher than the 1941 budget. 


Is 


Blending Service Stressed 


According to Mr. Salomon, the 
powder blending service being 
stressed in The New Yorker because 
it occurred to company executives 
and Abbott Kimball Company, 
agency in charge, that previous pro- 
|motion had not made sufficiently 
|clear the unique qualities of the 


1S 


— a 


SALES OF CHAIN STORES 


September — & Gain Ist 9 Months 
1941 1940 or Lass 1941 1946 
Food Chains 
tlIewel $ 4 Po $ 66,139 ] $ 29,44 4 $ 1 
‘Kroger Groce, & 

Bak. Co ¥4,382,058 20,121,714 21.2 225,802.87 195.879.8554 
National Tea 5,878,798 4,741,981 24.4 52,596,596 46,501,087 
Safeway 9,810,317 2 156.620 23.8 46.573.051 04,379,484 
Union Premier 

Food Sales 2,746,246 2.376, 1341 20.¢ 180,29 22,327.84 
Group Tota $ 7 1 771 $ 61.66 ‘ 23.8 £479.89 34 $590.80 { 

Mail Order 
tSears. Roebuck.$ *5.714 $ 65.650,02 oe $601,797. 47¢ $453,219,.794 
Spiegel 1,524,556 4,435,961 2.2 78,088 4,764,464 
{Montgomery 

Ward 9.780.259 $5.971.67 oo 4$15.673.098 O.113.¢ 

(iroup Tota $150,029 368 $116.6 654 93 $1.0 $8 68 $S18,097.8 
Drug Chains 

*Crown $ 720,186 $ H66 587 4.0 $ 8.785.521 $ 8,439.91: 

Peoples 2 303,897 1,91 TAA 0.4 19,618,608 16,999,27 

Walgreen 320,134 6,128,909 19.4 61,570,474 54,659,048 

Group Total $ 10,344,217 $ S709 284 18.8 $ 89,974.60 $ SO,098 244 
Variety and Miscellaneous 

American Stores.$ 12,775,882 $ 9,980,246 2n.0 $111,205,310 $ 95,794, 36 

Bond Stores 4,105,554 21,78¢ 62.7 28,714,686 19.863,¢ 

Colonial Stores 

Ine Hea Ome HO8 11 ‘ Fe “ is ; 
Consolidated Ketai 
Stores 1,246.4 T1680 s S268 0904 6,91 . 
Edison Bros OS4,418 71,17 + 30.0 23,824,566 18,960,652 
Fishman, M H 427,625 75,16 *14.0 3,464,561 3,079,857 
Girant. W. T 10,062,586 S276, 881 21.5 80,671,972 70,223,461 
tGreen, H. L 1,217,779 36,1 19.5 $1,252,956 27,961,860 
Interstate Dept 
St s 44,854 1,909,538 y+ ee 1S, 800,20 14.921. ‘ 
Kennedys, In SIS,2S¢ 622,964 1 203,51; 4,166,651 
Kresge, S. 8S 13,712,24 11,621,484 +18.0 115,605,088 104,131,294 
Kress, 8S. H 8,483,140 6,838,863 + 24.0 67,128,698 57,394,236 
Lane Bryant, It 1,610.84 1,161,355 8.7 12,437,777 10,090 ‘ 
Lerner 828.5 121,345 2.7 20 10+ 26,256, 
MetCrory 4$,163,7 77,044 - 4,537,514 MO. 354,77 
McLellan Stor 2,175,011 1,768,62¢ 23.0 16,271,686 123.994.6604 
Melville Shoe 
Sales 1.550.955 , 924.918 16.0 32.686. 882 28,477,418 
Murphy, G. ¢ 1,569,609 3,922,609 24.1 41,433,20 M4, 827,415 
Neisner Bros 44,088 1,667,561 pa 16,968,014 14,771.87 
Newberr J j 068,11 4,340,124 16.8 41 6,052 36.198.474 
Penney, J. ¢ 644,779 4,791,01 85.7 238,920,749 195,474,248 
Western Auto 6,123 000 905,000 o 49.796,000 t6,. S89 000 
Woolworth 

1 W O.O98 STE “5,196,799 19.4 248,242.66 229 566.984 
Rand's Sales 172,206 142 2 21.0 1,560,309 1,213.01 
hose « Stores 654.008 29,307 24.5 4,8E8,191 . 857.789 
Schiff Co 1,287,991 1,074,408 19.9 11,165,982 9,877,568 
Sterel Itros 458,884 15,11 12.6 5,496,527 4,356,769 
‘ u Tota $167,006 $1 Os1, l 6.5 $1,321,527, 869 $1,1 9 ' 
‘ nt a4 t $4 1,88 $318,511,124 6.8 $3,144.649.508 $2,614.79 
Four and 4 week nding Get, ¢ 

nontl period 
*12 month period 
powder blending service. Now that) Starts Milk Show 


Charles of the Ritz has “the distri- 
bution it wants and needs,” the 
campaign will tell the story of this 
exclusive feature in order to in- 
crease consumption. 

Based on the theme, “One shade 
at a time for one face at a time— 
that’s the way Charles of the Ritz | 
blends face powder,” copy will play 
up the custom-made quality of the 
service and may be extended to) 
other media if successful. 


Magazines for Universal 
Christmas Drive | 

Universal Camera Corporation, 
New York, has scheduled a Christ- 
mas advertising campaign featuring 
the new cinemaster 8mm _ camera | 
and the Universal P-500 movie pro- 
jector. 

Page, half-page and smaller in- 
sertions, in both color and black 
and white, will be used in Decem- 
ber issues of American Photogra- 
phy, Camera, Camera Craft, Home 
Movies, Minicam, Popular Photog- 
raphy and U. S. Camera, and also 
in January issues of Mechanix 
Illustrated and Popular Mechanics. 


Joins CBS Production 

Frank Danzig, formerly in the 
production department of station 
WMCA, New York, has joined Co- 
lumbia Broadcasting System, New 
York, in a similar capacity. 


Stung into action by indepe: 


lent 
cut-rate stores, the Minnesota Milk 
Foundation, Minneapolis, has 
started a five - times - weekly half- 
hour radio show over KSTP, St 
Paul. 


No, but there 
is one fellow 
who counts 


2 


The skins of 
lambs’ wo 
manutacturer 


innually. 


If you have 
i product tl 
Syndicate 
you choose t 
the maximun 
a i: lic 
MERCI 


il ition in 


Please 


vert 
rhe 
cure 


write 


4 pachanDisel 


st 


0,000 lambs. 


these lambs produce 1, 
brushes, which is what 
suppies to 5 & 1h 
a product or your client 
it should be advertised t 
we Field, it is esseT 
he publication that give 
1 coverage in a tield tl 
m Dollars in annual 
IANDISER gives vo 


8,242 stores 


for further 
vegarding the 
$1.00 l'ariet 


field, 
SYNDICATE STORE 


MERCHANDISER 


79 Madison Ave, New York, N.Y. 


us 


Circulation goes UP...Page rate per 1000 goes DOWN 


Ist 6 Months 1941. . 


September 42% BONUS 


200,150 


1938 1938 1939 
kT 6mo. 2° 6mo 18! 6mo. 


IDEALZ 


.$1.35 per page per 1000 
3rd Quarter 1941. . . .$1.20 per page per 1000 
September 1941 .. . .$1.12 per page per 1000 
wy) 


427.963 


1940 
12 6mo. 


1940 
2" 6mo. 


1939 
22 Gme 


650,691 


1941 
12 6mo. 
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Radio Measuring 
Far from Complete, 
Adwomen Are Told 


Probe of Entire 


Communications 


ADVERTISING AGE 


Hugh G. Martin. 
Curtis Business 
Manager, Dies 


LAWRENCE L. JONES 

Louisville, Oct. 22.—Lawrence L. 
Jones, 81, principal owner of Frank- 
fort Distillers and a large adver- 
tiser both before and after prohibi- 


King Advertising Agency, was 
killed in an automobile accident at 
Lodi last weekend. He was vice- 
president of the Industrial Mar- 
keters of New Jersey, National In- 
dustrial 


tion, died here yesterday. Advertisers Association, a 

. =. s Rochester, N. Y., Oct. 22.—Fun- — member of the Newark Advertising 
Ps ae aie pn geng ay d { V { d }eral services were held here today ALBERT H. MADIGAN Club, and active in the affairs of 
peel omplete and the industry | n us ry 0 e for Hugh Glenn Martin, 74, for 25 Cleveland, Oct. 20. — Albert H. the Clifton Chamber of Commerce. 
peor ; market analysis similar to | _ years business manager of the (Bish) Macigan, “% rene 
those offered by publications, C. E. (Continued from Page 1) | Curtis Publishing Company, Phila- treasurer of the W . N. Gates Com- 
Hooper. president of C. E. Hooper, try formerly opposed a conares- | who died Oct. 19 from in-| pany, Cleveland, and one of the -" 
Inc., told the Women’s Advertising eu “s tewestienal 7 F tb ae _juries received in an automobile founders of the Cleveland Adver- Bait ee 
“lub Chicago last night. He also — vein wees a — ~ | accident near his home at Narbeth, tsing Club in 1901, died Oct. 16. 9 Hh kagus 
, d the necessity of maintaining casters have become convinced by Pa. — Way back in 60 B. C. he advertised 
vdio’s low cost of distribution, | cent FCC ee - FREDERICK G. JOHNSON Specially ‘constructed bulletin beards. 
which he called “the industry's pa ce = Aaa “ —_ that | D- A- NICHOLSON Wilkes - Barre, Pa., Oct. 21. setter “emeet produced. by Rote-Lith. 
birthright.” 7 ted FCC’ po > ded ’ ot ie Chicago, Oct. 20.—D. A. Nichol- Frederick G. Johnson, 50, publisher 

The survey head traced the devel- ee te e shat 4 ae an cringe son, for 25 years sales manager of of the Wilkes-Barre Record, died " H C; 

qqment of sudience statistical sur. | les al oie ae de Seeiees See the central division of Kimberly- today. ROTO LIT; 0. 
veys to the demand by time buyers, | ot ¢ Company and the Columbia | C!2@"*. Corporation, Chicago, died 201 N. WELLS ST. CHICAGO. 
many of whom had previously been oan med Sar Mint poten nage Oct. 16 after a long illness. Mr.) WALLACE W. KING Ne eee ce 
space buyers, for information simi- | both oad wn Nig ngs ae aaa ne Nicholson, who was 69, retired two Clifton, N. J., Oct. 21. Wallace DEA.8SS7 * HEM.2211. 
lar to facts they had received when | ~<age tran “ wer — 9 a years ago. W. King, president of Wallace W. 
buying space. This led to the old | in making preparations, but no 


estimated figure of “total sets”—a 


agure Mr. Hooper says was the 1. The rules become effective 
diosest thing to an absolute the in- | Nov. 15. ee ail 
dustry ever achieved. | It is expected that litigation will 


The telephone coincidental check, 
basis of radio sampling technique, 


was defended by the research ex- | 
pert as the cheapest, quickest, eas- | 
iest and most precise way of sam- | 


pling a market and he pointed to 
comparative figures arrived at by 
interviews and by telephone checks 
to demonstrate the fundamental 
soundness of telephone figures. 


Demonstrates Methods 


In a private session after his 
speech, Mr. Hooper was subjected 


action is expected until after Nov. 


| be started in federal court in New 
York in the form of a petition for 
a temporary injunction staying the 
order until the court has ruled 
whether FCC exceeded its authority 
in issuing the regulations. It is not 
known whether the networks will 
sue jointly or individually. 


‘MBS ENDORSES FCC’S 


REVISED CHAIN RULES 


New York, Oct. 22.—Mutual 
Broadcasting System this week gave 
its blessing to 


the Federal Com-| 


to questioning by numerous radio | munications Commission’s recently | 
and agency men who were guests | 


|revised chain regulations, terming| 
of the adwomen. Chief objection! the rules beneficial to the radio 
was raised over his statement that industry, advertisers and the gen-} 


time buyers still sought a qualita- 
tive analysis of radio to compare 
with that available from publica- 
tions. This, the radio men insisted, 
was already available, and com- 
pared very favorably with publica- 
tion breakdowns. 


Open Temporary Studios 
Stations KGO-KPO, San Fran- 
cisco, have opened temporary stu- 
dios in the new NBC building, 
Taylor and O’Farrell streets. 


Advances Ruth Hammond 

Ruth Hammond, for the past five 
years connected with the Mart, has 
been named publicity director of 
American Furniture Mart, Chicago. 


(Adv.) 


ABOUT PRINTING 


Story with Moral 
Tells Our Story 


By RICHARD L. HOPE 


You've heard it I’m sure. The 
ine about the railroad that hired a 
new hand who allowed he could do 


. . . * 

anything, anything at all. |Hearst Consolidated Publications th 
“Okay,” said his new boss. “Take | because of Mr. Hearst’s control of HtHe WHOH Sf 
this oil can and oil all the switch! the common stock. Hearst Con- 


points up the line.” 

Days later came this wire “AR- 
RIVED AT CHICAGO. SEND 
MORE OIL.” 

All of which leads us to say— 
with pardonable pride—that we 
‘0, can do anything, anything at 


The 
form of a 


eral public. 
| took the 


MBS reaction 
second “white 
paper,” the first having been is- 
sued last May, immediately after 
| the original FCC regulations were 
| announced. 

| Mutual announced that 50,000 
| copies of the “white paper” have 
| been distributed “in an effort to 
|stem many misinterpretations of 
| the regulations that have been cir- 
culated throughout the radio indus- 
try.” 


Stockholders Win 
$5,500,000 Hearst 
Consolidated Suit 


Los Angeles, Oct. 24.—Stockhold- 
ers of Hearst Consolidated Publica- 
tions were awarded a judgment of 
| approximately $5,500,000 by Circuit 
Court Judge Clement L. Shinn here 

yesterday against William Ran- 
dolph Hearst, American Newspap- 
ers and Hearst Corporation. The 
suit was filed to recover losses 
which were claimed to have been 
suffered by holders of about $50,- 
000,000 worth of preferred stock in 


solidated Publications owes Ameri- 
can Newspapers and Hearst Cor- 
poration about $2,300,000, cutting 
| the payment due under the court 
decision to about $3,000,000. 


| 
| 


AVERAGE 


e.. “For the First 9 Months of 1941 


...Lhats the increase tn 
Department Store 
Sales over the fist ii 


T i 


~ You get an — 


According to the court’s 300-page > ‘ 
all in the line of creative printing.| opinion Hearst Consolidated Pub- — a 
But we don’t make the mistake of | ications had loaned large sums to k a ae 
nyt a ros -—. ney angpea private Hearst corporations with- ernor Price). £ ADVERTISING BARGAIN ae 
burns a lot of midnight hr a out interest, improper dividends uaget Comms o ra 
earch and fact-gathering so they also had been paid on stock held aie > = 
ow where they’re headed and _| by the private companies since 1935. ay c when u lace 
vhat they’re going to do. Then|The court also found that Mr. yo Pp : 


ready to sit down with you 


Hearst had sold the Baltimore Post, 


‘the boss—and do a thorough, in-| Atlanta Georgi ‘ : ched l 

, a. t ’ gian and San Antonio 

=~ = he helping you agar _Light to Hearst Consolidated Pub- your S u ¢d 
ring in theese *t SINS 8S HeY | lications in 1935 for prices $2,800,- ’ 

A case in point? 000 in excess of their fair value. in  d 0° 
Shucks, man! All the trucks In determining the amounts due, a 
*e've got couldn’t bring our accu- | the court also included rates of in- | N 
tulate i sample files to your doors | terest varying from 4% to 7 per : 0 me . ; ewspapers. 
- i time. But it’s peanuts to} cent. sore] Lite ae F é ; ; a 
— = ee ee weap ran The suit was brought by Percival oS ae — a fia i a 
ng in vour field. If wou'd like to|~: Jackson, New York, and Harold - ; 

ee itor better, if there’s a job ©- Morton, Los Angeles, on behalf ; ~ 

‘ be done that requires a fresh |Of Samuel Mann, New York, and . 

point view or new approach—let | other stockholders of Hearst Con- 

is know. That, after all, is the! solidated Publications. AND 7 
lst ‘way we can prove our slogan 


- ly 50 years standing—Talent 
' Orig inate—Skill to Produce. 


AMERICAN COLORTYPE CO. 


Chi = to Oriaginate—Skill to Produce 
cago New York Clifton Coshocton 


if @ Serve 


Names Aitkin-Kynett 


Fleetwings, Inc., Bristol, Pa., has 
named _  Ajitkin-Kynett Company, 
Philadelphia, to direct its advertis- 
ing. 


NORFOLK VIRGINIAN-PILOT 


THE JOHN BUDD COMPANY - REPRESENTATIVES — 
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Margarine Group 
fo Place Page 
in One Magazine 


(Continued from Page 1) 


of oleomargarine in the American 
diet. 

Despite official release of the 
foregoing facts, Mr. Fisher’s state- 
ment asserted that “no advertising 
campaign by the National 
garine Institute has been authorized 
and that no agency has been em- 
ployed by the Institute to prepare 
an advertising or promotional cam- 
paign in its behalf.” 

“Several weeks ago,” 
ment continues, “following § an- 
nouncement by the Federal Secur- 
ity Administrator that certain 
standards for oleomargarine had}! 
been promulgated by the Food and 
Drug Administration, the board of 


FOLLOW THE TREND! 


NATIONAL GROCERY 
LINAGE 


UP 146% 


* 

the first nine months this year 

4 over the corresponding period 
in 1940. 

Yet, that is only part of the 
story, for this home paper also 
had a gain every month this 

= year in this important classifi- 

cation. 

a 

Get your share of this great 
$1,000,000-a-day retail market 
* by scheduling your sales mes- 
sages in the 
| 


BRONX HOME NEWS 


One of New York's 

Vayor Newspapers 
CIRCULATION: 
140,000 GUARANTEED 
O8% Home-Delivered 

A B.C United Press 
“140,000 Families Mean Business” 


™ 
* 
| 
* 
| 
* 
: 
| 
* 
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l 
directors of the National Margarine | 


Institute felt that some information 
should be made public explaining 
the meaning of these standards,” 
and the forthcoming full-page ad- 
vertisement is the result. However, 
the statement insists, “the pub- 
lication of the forthcoming adver- 
tisement has no relation to what 
has been erroneously referred to as 
‘a national cooperative campaign.’ ” 
(Information that the Institute, 


| which comprises most of the lead- 


ing margarine marketers, was at- 


| tempting to develop some sort of 


Mar-| 


his state-| 


formula for the cooperative promo- 
tion of the product, was first printed 
exclusively in the Aug. 4 issue of 
ADVERTISING AGE.) 

Members of the Institute recently 
held a series of meetings for the 
consideration of the Institute’s ac- 
tivities during 1942, Mr. Fisher’s 
statement said, and “additional 
meetings may be necessary before 
plans for the Institute’s activities 
during the coming year may be 
completely determined.” The most 
recent meeting of the group was 
held at French Lick Springs, Ind., 
last week, as reported in ADVERTIS- 
ING AGE for Oct. 20. 


WARNS DAIRY INDUSTRY 
OF OLEO AD PLANS 
Marshfield, Wis., Oct. 21.—Label- 
ing the “oleo trust” as “public 
enemy No. 1 to the dairy industry,” 
Owen Richards, manager of the 
American Dairy Association, told 
the third annual convention of the 
Wisconsin Dairy Industries Asso- 
ciation here yesterday that the 
oleomargarine industry plans to 
spend between $1,000,000 and 
$1,500,000 in advertising during the 
next year and to sell over 300,000,- 
000 pounds of oleo. The American 
Dairy Association hopes to spend 
$300,000 in advertising, he said. He 
reported that the association spent 
$67,039 for radio time during the 
year ending June 30 and $52,057 
for newspaper space. Members 
were agreed that the advertising 
progam conducted during the past 
several years must be maintained 
despite the present good demand 
for dairy products. 


@ A new ‘'program-interest’ for WCAE listeners 
—the largest station-following in Pittsburgh. 


® 46 new, entertaining, local-built, live-talent 


shows 


8 of which are fed to MUTUAL. 


@ Exclusive broadcasts of PITT football games 
—outstanding sports events in Pittsburgh 


@Exclusive broadcasts of the Pittsburgh 
Symphony Concerts—outstanding musical events. 


@These PLUS attractions, together with 
MUTUAL shows and features add up to a brand 


new listening thrill for Pittsburghers 
they re enjoving it!!! 


and how 


And that’s only part of the story. For 
complete information as to time and 
program availabilities consult 


The KATZ Agency * National Representatives 


500 Fifth Avenue 


WCA 


New York, N. Y. 


PITTSBURGH, PA. 
5000 Watts - 1250 K.C. 
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Members attending the recent session 


RS AT OAI MEET ON WEST COAST 


— a 


Ickes Revokes 
Gas Restriction 
Order in East 


Washington, D. C., Oct. 23. The 
gasoline shortage in Eastern «ates 
ended officially today when P. tro. 
leum Coordinator Harold L. ‘ckes 
announced that the British ar: re. 
turning 40 tankers and that con. 
servation restrictions are no | nger 
necessary. The nightly black« it of 
service stations came to an ; rupt 
end as a result of the anno ince. 
ment. 

Mr. Ickes also recommendec that 
the Office of Production Ma) age. 


of Outdoor Advertising Incorporated, 


in connection with the Outdoor Advertising Association of America conven- 

tion at Los Angeles, heard current problems discussed by (left to right) 

Robert L. Philippi, director of public relations and advertising, Union Oil Co., 

Los Angeles; Fred M. Jordan, vice-president, Buchanan & Co., Los Angeles; 

Walter A. Burke, assistant general manager, Pacific Coast division, McCann- 

Erickson, Inc.; and Frank T. Hopkins, president, National Outdoor Advertising 
Bureau, Inc. 


The American Dairy Association’s 
advertising during the last year has 
resulted in a 9 per cent increase in 
consumption in those centers where 
the campaign was conducted, ac- 
cording to Mr. Richards, in com- 
parison to a 5 per cent 
|where the organization did not 
advertise. He said that the cam- 
paign will be extended to the con- 
suming centers of the South where 
propaganda which he termed mis- 
leading is now being circulated to 
discredit Wisconsin products. 


Urge Change in Standards 


Unanimous support was given 
by the convention here to a plea 
to the Farm Security Administra- 
tion to change its new oleomar- 
garine standards and it was sug- 
gested that oleo labels be made to 
indicate the sources and percentage 
of fat contained in the product. 
Another resolution denounced as 
“detrimental to the welfare of 
America” Secretary of Agriculture 
Claud Wickard’s 
that American consumers use less 
cheese so that Britain may have 
more. Defeat was urged for a bill 
now in Congress which would per- 
mit the use of oleo instead of 
butter, the contention being made 
that butter, put up in tins, may be 
preserved as easily as any other 
spread, even in tropical climates, 


‘(NEA to Meet in Canada 

The National Editorial Associa- 
tion, representing more than 5,000 
daily and weekly newspapers in 
non-metropolitan cities, will hold 
its 1942 convention at Quebec, 
Canada, early in June, the board of 
directors decided at a Chicago 
meeting. Ray Howard, London, O., 
is president of the association. 


NBC Blue Adds 2 
Station KTKC, Visalia, Cal., will 
become an affiliate of the National 


Broadcasting Company’s Blue net- | 


work on Nov. 15. Station WFTC, 
Kingston, N. C., will join the NBC 
Blue network on Dec. 1. 


increase | 


recommendation | 


N.Y. Savings Banks 
Plan $400,000 
Ad Campaign 


White Sulphur Springs, W. Va., 
Oct. 22.—The public relations com- 
mittee of the Savings Bank Asso- 
ciation of New York State revealed 
to association members here today 
that $400,000 will be spent in a New 
York State 
with $260,000 allotted to daily and 
weekly newspapers, $115,000 to 
radio and $10,000 to motion pic- 
tures. 

The announcement followed a 
talk yesterday by Harford Powel, 
|information director for the U. S. 
Treasury Department’s defense 
savings staff, who described the 
defense stamp program as a glitter- 
ing opportunity for savings banks 
to cement public relations, to secure 
new accounts and to promote the 
civic standing of individual banks. 

Commending the savings banks 
| of New York for “the splendid job 
they have done in selling defense 
stamps,” Mr. Powel expressed his 
thanks for the help given by all 
media, including three broadcasting 
| systems, 800 radio stations, 7,000 
newspapers, outdoor advertising 
companies and motion picture thea- 
ters. He termed the last six months 
of stamps and bonds promotion as 
“a practice period in 
have learned how to 
teach all the people.” 


Adds Two Accounts 

| Cooper - Bessemer Corporation, 
| Mt. Vernon, O., and Steel Improve- 
ment & Forge Company, Cleveland, 
have named Griswold - Eshleman 
| Company, Cleveland, to direct their 
advertising. 


Richardson to Criterion 


Charles O. Richardson, formerly 
with Good Housekeeping, has joined 


reach and 


Criterion Advertising Service, New 


York, as vice-president. 


advertising campaign, | 


ment revoke its order curtailin» de. 
|liveries of gas to dealers and )py 
action to that effect will be akey 
/as soon as the formalities ci be 
| handled. 

| The gas shortage, which a s: cia} 
Senate committee decided wa: only 
a “shortage of surplus” a few © eeks 
ago, was caused solely by la k of 
transportation facilities. Su) plies 
at the oil fields were always more 
than adequate but the transfe» of a 
large number of tankers to En \and 
|reduced the amount which coud be 
transported to remote sections of 
the country. 

| The restoration of normal condi- 
tions in the supply of petroleum 
| products brought with it an imme- 
diate change in advertising b» the 
| industry. Gas advertisers who have 
|been urging the public not to buy 
|resumed promoting their own |)rand 


land battling for business as sual 
LES 

Moves to New Offices 

| In a unique card stating tha! the 
|agency believes in America and 
Arizona despite “hell, high water 
and Hitler,’ Advertising Council- 
lors, Phoenix, has announced an 
increase in its staff and transfer t 
new quarters at 707 Security bldg 


INTELLIGENT 
SUPERVISION 


/ 


which we| 


AUKCHICE A116. 
PHOTO ENGRAVERS 


547 S CLARK STREEI 
CHICAGO, IL 


WABASH 6284 


NOIS 


| Sd Mani Calendar fer NOVEMBER ”esiisisins 


| (A MONTH-BY-MONTH AID TO ADVERTISING AND SALES COMMOTION MEN) 


MON. TUES | WED. | THuRS. | FRI. SAT. MARCH TIE-UP! 
on a , National Display Week eer’ 
“ 1 i h it Save-Vision-Week March& 
\ — November's such @ full month it hardly leaves enoug , white wasn %0 aad toot taints at 
+= space to say Carstairs White Seal is rich yet light, mild yet G6 LOVED? lL Accsgeet & beate Wiaeh March BS 
oe hearty, tastes just right! It's ‘The perfectly balanced blend’!” Nettone! Bescball Weet 
March 20-Aprilé 
3 4 5 6 7 8 
A PULP SHORTAGE? CHECK NEW DUTIES VALENTINE FREE GIFT 
CAREFULLY REDUCE POSSIBILITIES FOR CAMPAIGN FOR YOUR 
NEW TAX LAWS PAPER NEEDS FM RADIO SALES STAFF GAL! 
‘5 
10 W 12 13 14 15 WIN THANKS a 
LINCOLN'S TIE IN NEW RE-ASSIGN WASHINGTON’'S WHITE SEAL oe 
BIRTHDAY COPY WITH PRODUCT SALES BIRTHDAY COPY CHARM ON "TuRKEY Dé"! 
SKI TRAINS? RESEARCH TERRITORIES BRACELET POUR THE PERFE my) 
17 18 19 20 21 22 BALANCED waa 
CONTAINER SPEAKERS, HECK THANKS. ADD "TAX" JUST SEND 
SUBSTITUTES 1942 MAILING GIVING? TO EXPENSE A POST- 
CONVENTION LISTS VOUCHER FORM CARD 
24 25 26 27 28 29 sles 
RECHECK BUILD FUTURE USE BOTH THANKS. KNOW YOUR P.O. 4 
MATERIA PROSPECT LIST SIDES CARBON GIVING? oPpm GRAND CENTRAL 
ounces — COPIES EXECUTIVES ANNEX, N.Y. C. 


She Man who Cares Sips: 


CARSTAIRS White Seal 


Blended Whiskey 86.8 Proof, 72°%/, Grain Neutral Spirits 
Carstairs Bros. Distilling Co.. Inc., Baltimore, Md 
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ET lve tsi 
Market 


he rates for this department are as follows 


Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms 
cas) with order. 

il other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
$4.7) per inch. 

—_ 
Ri PRESENTATIVE AVAILABLE HELP WANTED 
Will represent one good publication SALESMEN WANTED 
n y.c Unusually fine contacts] Advertising salesmen now selling 
an agence ies & advertisers in the| space in magazines, ete. to solicit 
drue & other fields. Can also arrange] space-distribution contracts on adver- 
for ice space at low price. State|tising book matches for Nationally 
FUL “details known book match manufacturer, in 
tox (504, ADVERTISING AGE, N. Y.|spare time. Factory cooperation, qual- 
= = = : mes” SCT ity product, good service, competitive 
oe POSITIONS WANTED jeemaniees prices, plus genuine value a book 
cOoPy WRITER — with foods chain | mateh advertising as publicity and 
wants publicity, newspaper or maga-|result-getting medium, your assur- 
zine connection. Graduate Missourilance of success Unusually fine side- 
fournalism School. line opportunity for men contacting 
pox %505, ADVERTISING AGE, Chgo.| national accounts or local accounts ad- 
~~ — —|vertising on a large scale. 15% com- 
HELP WANTED ——— mission on space deals; half advanced 

IDEA MEN AND WOMEN upon receipt of order from well-rated 
You may have advertising ideas} accounts. Write for details today, 
yorth a young fortune, Let me pro-| and tell us about yourself. 
note them pd you. (Yes, you can| Box 3420, ADVERTISING AGE, Chgo 
trust me.) Clever ideas are always — = Copywriter 
n demand. I make a specialty of] unaer 30. Agcy., drug exp. $3,500. | 
financing, producing and selling ideas ASS’T. ACCT. EXEC Food contact 
f originality that can be put on pa-|““eyy" $5 000 catia ; 
per, plastics, etc. My clients are na- SALES PROM., Auto. field exp., $4,800 
tiona accounts of every description PROD. MGR., Agey. eXD., $2,800. 
vyho are always seeking new sales} 4aGcy, RADIO. DEPT. Coll. grad. 
ind good we eee - : Amateur dramatic exp. Salary open. 
‘reo, J yers, 5009 Sheridan Rd., Chgo Sinclair-Masterson Personnel 
Reputable Chicago offset house wants 310 8S. Michigan Avenue 
sales representatives with printing Chicago, Ilinois 
experience in Ill, Wis., Ind., Mich. and | = ——— = : 
Ohio Excellent proposition on all) MISCELLANEOUS . 
types of quality black and white or | “Krom-a-Tone” Post Cards 
olor work. Newest, most economical method of 
Box 35038, ADVERTISING AGE, Chgo. | displaying any product Samples and 
: MANY THANKS prices on request Graphie Arts | 

Agencies and Advertisers Photo Service, Hamilton, Ohio 
You have made our 2nd anniversary a|-~- Seon * : ~ | 
appy one Your confidence in us will | is HOt Sk ORGANS _ — 
issure our continued success. Both Mr. Sales Manager! 
employer and applicant have ex-|Let me show you how to help your 
pressed their appreciation for our|salesmen produce more through a 
harmonious, efficient service which | personalized house-organ. You serve 
is most appreciated. las editor I do the work. Write for 

Sinclair-Masterson Personnel Fig ore Edward Edelstein, 201 


310 8S. Michigan Avenue lls St., Chicago, Illinois Dear- 
Chicago, Ilinois i bor - 85 557. 
| . . 
| was cross-examined on the testi- 


FCC Recesses 


mony he gave last week when he 


| told the story of Transradio’s de- 


Newspaper-Radio 


Probe fo Nov. 13 


Washington, D. C., Oct. 23.—The 
Federal Communications Commis- 
sion virtually completed today its 
presentation of evidence against 
newspaper ownership of radio sta- 
tions. Hearings were recessed until 
Nov. 13 when final FCC witnesses 
will appear in connection with a 
variety of statistical documents al- 
ready in the record, after which op- 
ponents of a press-radio divorce 


will have their first chance to 
testify. 
This week’s proceedings in the 


‘low-paced inquiry were limited to 
‘testimony today by Herbert Moore, 
president of Transradio Press Serv- 
ce and Irving Brant, Washington 
vriter for the St. Louis Star-Times 
vho will be a contributing editor of 
the new Chicago daily. Mr. Moore 


lf You Want 


(and who doesn't?) 

-. You'll find plenty of it 
on KFBI. In fact, KFBI car- 
ries more news programs 
then any other radio sta- 
tion in this area. 


Some of these NEWS PROGRAMS 
Gre now open for sponsorship. 
Bul they won't be open long! 


‘or availabilities and rates, 
vrite or wire TODAY! 


| velopment from a stepchild among 


news services to a_ position of 
equality as a news-gathering agency 


| of the air, 


Mr. Brant argued for diversity of 
ownership of all means of public 
expression. As a matter of “po- 
litical judgment,” he said, any pro- 
posal to bar newspapers from radio 
“probably would be referred to 
congress.” 

He declared that the primary 
motive of a newspaper which ac- 
quires an air outlet is the desire “to 
exert more power and influence.” 
He added that as radio advertising | 
revenue rose and that of news- | 
papers declined, many publishers 
came to rely on their stations to 
supplant lost profits. 


Timken Advises 
Railroads to 
Speed Freights 


Canton, O., Oct. 22.—Again call- 
ing a spade a spade, Timken Roller 
Bearing Company renews its mes- 
sage to America’s railroad officials 
this week in the United States 
News, asking them to make greater 
use of roller bearings in speeding 
up slow-moving freight traffic. 


Timken declares in a full-page 
appeal that “at the risk of being 
accused of self-seeking,” it wishes 


to point out that the possibility of 
a serious freight congestion exists 
and that the way to improve the 
situation is to adopt “one-speed” 
railroading. Adoption of _ roller 
bearings on both old cars which use 
friction bearings and on proposed 


new freight cars would achieve 
this “one-speed” railroading, the 
company insists. Freight trains | 
thus could travel as quickly as_ 


modern passenger trains. 

Timken’s message to the industry 
it serves was first carried in news- 
papers in 23 major U. S. cities and 
followed by a similar full page in 
The Saturday Evening Post. 


Gets Hotel Account 


Hotel Riviera, Newark, has named | 
Publicity Associates of New Jersey, 
Newark, to direct a program to 
boom Newark as a hotel city. | 


| plan 


Start Education 
on Employes, Is 
Gamble Suggestion 


Tulsa, Oct. 21—A “grass roots” 
for changing the attitude of 
the public about advertising and its 
economic importance was suggested 
to the Tenth District meeting of the 
Advertising Federation of America 
here Saturday by Frederic R. 


Gamble, managing director of the 
American Association of Advertis- 


ing Agencies. 

“Tell your employes,” he said, “in 
the factories as well as in the office, 
of the part advertising has in help- 
ing sell your goods. The people in 
our factories are entitled to know 
the part advertising plays in finding 
buyers for the products they make. 
They will understand quickly 
enough that products must be sold 


tising so that your employes will 
understand. Use your own adver- 
tising and sales of your own prod- 
uct to tell this story. In case some 
of you are wondering what reaction 
labor unions may have to telling 
the story of your advertising, let 
me tell you of one instance. An in- 
dependent automobile manufacturer 
told the story of his advertising to 
his factory employes and in his ad- 
vertising told the story of his skilled 
workmen. Not only was there no 
union opposition, but before long the 
union was seeking permission of the 
management to spend union funds 


to help advertise the company’s 
cars, 
Spreads It Out 
“After we who use advertising 


have brought the story to our own 
factory employes, then let us go 
to our suppliers, and ask them to 
tell their employes how advertising 
helps move our goods so we can 
buy theirs. Soon we'll have thou- 
sands—millions of Americans who 
think of themselves not only as con- 
sumers, realizing that they have a 


home to their wives and sons and 
daughters. There'll be fewer 
women’s clubs and fewer high 
school essayists taking thoughtless 
pot-shots at the industry that helps 
make the wheels of the nation go 
round.” 

Mr. Gamble declared that pres- 
sure against advertising might bet- 
ter be called “charges against ad- 
vertising’” rather than “attacks on 
advertising,” and that there are 
three kinds of charges which should 
be carefully distinguished from each 
other: Faults in the use of power 
secured through advertising; faults 
in the use of advertising; and 
charges against advertising itself. 

He revealed that the factual study 
of advertising undertaken by Har- 
vard University under a grant from 
the widow of A. W. Erickson, Mc- 
Cann-Erickson principal, and with 
the assistance of the Advertising 
Research Foundation, is now in 
manuscript form and will be pub- 
lished sometime after the first of 
the year. 


if more are to be made, and that stake in the advertising of their Opens New Studios 
their jobs depend on selling and on companies and of their customer Station KARK, Little Rock, has 
advertising. companies. opened new studios at 114 E. Cap- 
“Do this with your own adver- “Urge them to carry the story) jtol street. 
$0.DAKOTA 
MINN, 
‘eased 


OWA 


Using 


territory much larger than 


termed “the Omaha market.” 


stations. 


ing job of programming—these three factors 
make WOW the listeners’ favorite throughout a 


what is 


The above map of WOW’s $2,000,000,000 mar- 
ket is based on WOW'’s mail response. 
ritory contained, in 1940, 893,819 radio homes, 
with an income of $1,997,064,000. 
Sales Management, April 10, 1941.) 


WOW is located so strategically that it gives you 
effective coverage over this large area at a cost 
much less than the total of any combination of 
Write for latest maps and market data. 


KANSAS 


OMAHA... and MUCH More! 


You Get EFFECTIVE COVERAGE of a 


$2,000,000,000 MARKET 
OW alone! 


An unusually favorable wave-length—590 KC— 
plus 5000 watts day and night—plus an outstand- 


usually 


This ter- 


(Figures from 


4 


Woodmen 


You Can Dominate the 
Omaha Great Plains Market 
: WITH 


JOHN J. GILLIN, JR, MG 
John Blair & Co., 


Owned and Operated by 
of the World Life Insurance Society 


Representatives 
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Dramatize Feminine 
Morale in Revion’s 
Institutional Copy 


(Picture on Page 35) 


New York, Oct. 22.—Striking a 
novel note in toilet goods advertis- 
ing, Revlon Products Corporation 
will launch an institutional cam- 
paign in Harper’s Bazaar next 
month, dramatizing the vital factor 
of feminine morale during the na- 
tional emergency. The theme will 
later be extended to other women’s 
magazines. 


new copy is any attempt at product 
merchandising. Instead, the situa- 
tion is regarded by Revlon officials 
as an unparalleled opportunity to 
build good will among the nation’s 


¥ 


Collins, Miller & Hutchings 


INC. 


¥ 


%% Photo-engravers in Chicago 


207 North Michigan Avenue 
Franklin 5854 


Conspicuous by its absence in the} 


beauty practitioners by urging wo- 
men to regard good grooming as an 
essential part of the defense pro- 
gram. 

Two-Color Insertion 


Opening insertion in the cam- 
paign consists of a full page layout 
in two colors with more than half 
the space devoted to an attractive 
photographic illustration. 
sage is entitled, ““Morale Is a Wo- 
man’s’. Business.” Copy, 
and crisp, reads as follows: 

“Every time you listen to war 
| news on the radio, you think, ‘How 
| can I do more to help?’ 
to First-Aid classes. You spend 
hours at the Red Cross. 

“And still you feel a little apolo- 
getic because you’re only a woman. 
You even feel guilty when you take 
time off for feminine things like 
buying a new hat or getting your 
hair done. 


| Morale? Have you forgotten that 
morale is a woman’s business, now, 
more than ever? The 
affects so many people around you 
... your family, your friends, even 
strangers who pass you in the street. 


for courage, serenity, a_ gallant 
heart all the things that men 
need so desperately these days. So 
the time spent in your favorite 
beauty salon every week isn’t self- 
ish or frivolous. It’s part of your 
| job of morale. It’s a woman’s way 
of saying we won't be beaten. 

| “So phone for your beauty salon 
| appointment now!” 

Signature to the ad reads, “Pub- 
lished by Revlon in appreciation of 
the splendid work 
salons of America.” Abbott Kim- 
ball Company is the Revlon agency. 


McGillvra Adds Two 


Stations WHEB, Portsmouth, 
N. H., and WRLC, Toccoa, Ga., have 
appointed Joseph Hershey Mc- 
Gillvra as national representative. 


Changes Page Size 


Beginning with the January, 1942, 
|issue, Country Life will change its 
| page size from 13% by 9%4 inches 
| to 1234 by 934 inches. 


ae 


M. 


ay 
HIGH READERSHIP 


CIRCULATION of the Star 

eekly is vast, and growing 
steadily. Past the half-million 
mark it offers you thousands of 
readers in every walk of life. 
Important, too, is the location 
of Star Weekly circulation— 
almost all is concentrated in 
the urban, heavy-buying centres 
in Canada that are profitable to 
reach and supply. 


READERSHIP of the Star 


eekly is extraordinarily high 
throughout every section. A re- 
cently completed survey taken 
from coast to coast shows that 
all sections but one have over 
85% readership! 
Together, then, huge circulation 
and high reader interest offer 
an unbeatable combination! 


TAR WEEKLY 


PUBLISHED AT 80 KING ST. W., TORONTO, CANADA 
Montreal Advertising Office: University Tower, U.S. Representatives: CHAS. H. EDDY CO., Inc., New York, Chicago, Boston, Atlanta’ New York, to direct its advertising. 


The mes- | 


succinct | 


You go 


But, have you forgotten | 
that small, terribly important word | 


ray you look | 


To them, a woman’s beauty stands | 


of the beauty | 


ADVERTISING AGE 


THIS WEEK 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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WEEK BY WEEK VARIATION SHOWN HERE 
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0 
ad 
; es ae zir 
% Gain “e Gain 
12-Week 12-Week 42-Week or Loss or Loss an 
Period Period Period 1941 1941 Week Week iain the 
ended Ended Ended over over Ended Ended ir wa 
| Oct. 21, 1939 Oct. 19,1940 Oct, 18,1941 1939 1940 Oct. 19,1940 Oct. 18, 1941 Ss tin 
|Akron, ©. 7,917,385 7,716,829 8,348,143 + 5.4 + 8.2 235,480 258,559 Lan “L 

Albany, N. Y 7,354,966 6,254,188 6,726,088 8.4 + 7.5 191,571 201,693 

‘Atlanta, Ga 14,082,938 12,447,253 12,675,761 10.0 +1.8 388,906 379,134 ’ wa 

Baltimore, Mada . 17,538,177 17,977,768 19,201,433 +45 6.8 552,617 579,552 4 en 
| Birmingham, Ala 10,675,134 11,319,723 11,784,640 10.4 4.1 345,030 346,906 0 wa 
| Boston, Mass 15,336,904 14,506,856 12,104,378 21.1 16.6 456,122 169,303 2 ¥ 
Bridgeport, Conn 7,862,994 8,192,860 8,752,260 11.3 6.8 244,636 256,844 5.4 cor 

Buffalo, N Y - 12,622,089 12,192,984 13,331,144 aL 05 421,822 432,577 2 ‘ 
|Camden, N. J 3,497,525 4,348,783 4,213,738 + 20.5 3.1 169,243 167,070 1 elg 

Cedar Rapids, tla 4,017,956 3,828,286 1,973,102 1.1 3.8 91,770 96,712 E zin 
(Charleston, W. Va 8,205,928 8,189,063 8,581,244 + 4.6 4.8 237,111 242,452 2 the 
}\Chicago, 23,429,557 22,920,574 23,460,106 +O. 2.4 727,057 715,799 le tio! 
| Cincinnati, a) 12,468,041 13,142,397 13,872,016 11.5 o.6 365,498 280,494 j lin 
\Cleveland, © 14,243,385 14,866,929 15,384,496 8.0) 421,512 421,805 

‘olumbus, © 10,548,242 10,657,756 10,699,335 + 1.4 4 279,871 288,024 2 ad\ 
lDallas, Tex. . 16,725,847 16,058,611 16,422,7 1.8 2.3 $42,044 $43,340 ( lin 
| Davenport, Ta. 7,480,315 7,743,195 7,769,38 3.0 Os 197,330 204,694 A pre 
| Day ton, © _ 11,023,186 11,167,136 12,361,365 12.1 $10.7 $28,240 368,396 12.2 sho 
| Denver, Colo 7,259,434 6,885,938 7,141,592 1.6 + 3.7 202,43: 201,326 ay < 
| Des Moines, la »,149,248 5,391,036 5,042,529 2.1 6.5 175,934 150,676 $4 ba 
| Detroit, Mich 16,084,564 16,864,884 955,305 11.6 6.5 552,781 403,345 27 — 
il Paso, Tex 8,386,269 8,466,528 107,848 + 8.6 7.6 211,960 210,119 a test 
| Mrie, Pa ; . 7,658,294 7,492,198 746,426 + 1.2 34 215,600 207,116 wel 
Evansville, Ind 0,711,534 8,809,155 787,944 11.1 10 292,166 299,796 2.4 wh 
|Fall River, Mass... 2,766,584 2,780,009 013,305 8.9 8.4 82,036 70,902 pri 
Flint, Mich. : . 6,991,600 7,182,056 $74,472 5.5 3.7 210,854 194,278 7. stat 

Fort Wayne, Ind 8,626,026 8,811,748 730,257 +1.2 Ou 254,709 256,095 0.5 § : 

Gary, Ind. ....... 4,774,845 5,129,840 370,277 13.2 4.7 122,378 124,188 kin 

Grand Rapids, Mich 7,193,247 7,355,661 784,154 5.2 5S 226,352 208,026 ‘1 bee 

Greenville, S. ¢ 5,374,882 5,972,296 6,202,851 15.4 3.0 162,154 151,396 6 yea 

Houston, Tex. 14,032,868 15,316,348 15,641,098 11.5 + 2.1 501,662 411,152 1s La\ 

Huntington, W. Va 6,394,644 6,710,648 7,013,363 9.7 L 4.5 200,807 233,265 if 

Indianapolis, Ine 13,442,406 14,439,497 15,382,315 14.4 HLS 408,842 $40,272 7 =o 

Jacksonville, Fla 7,434,150 T.S87,004 8,240,764 10.9 o.2 294,602 278,628 7 

Jersey City, N. J 1,706,490 1,731,967 1,753,663 2.8 +15 57,178 53,674 t | 

Kansas City, Kan 2,140,074 2,444,35 2,176,412 1.7 11.0 86,198 65,338 24.2 BE 
| Knoxville, Tenn 8,641,687 8,485,764 8,749,616 1.2 4.1 210,219 237,328 12 
| Little Rov k, Ark 7,425,881 7,889,574 8,139,652 9.6 1.2 229,964 220,822 ‘ fa: 
iLos Angeles, Cal 19,936,461 19,178,893 19,549,124 2.0 1.4 $96,127 522,880 
| Louisville, Ky 11,649,978 11,807,227 12,429,533 6.7 5.3 $12,833 355,648 ] ’ 
‘Lynn, Mass, ... 6,766,634 7,176,047 7,408,909 9.5 3.2 213,232 205,912 ‘a. 
|Manchester, N. H 3,609,571 1,946,880 2,906,953 19.5 1.4 81,994 68,262 \" its 
|*‘Memphis, Tenn. . . 9,720,780 10,474,366 10,635,422 9.4 1.5 290,668 293,482 its 
| Miami, Fla, 10,269,267 11,092,118 10,739,089 1.4 3.2 236,915 214,690 ‘ var 
| Milwaukee, Wis. 11,463,597 12,457,406 13,568,082 18.3 8.9 130,301 386,748 1A ‘ 

Minneapolis, Minn 11,305,884 9,952,580 10,165,320 10.1 2.1 245,309 275,332 12 its 

*Nassau County, L. 1 2,222,722 1,966,164 3,228,864 + 45.3 4.2 70,806 91,631 on.4 ma 
New Bedford, Mass 2.524,158 2,795,006 3,073,392 21.8 10.0 86,870 80,164 rey} als 
| New Haven, Conn 7,421,624 7,727,482 7,973,562 + 7.4 + 3.2 215,096 212,520 son 
|New Orleans, La 15,716,258 16,113,572 5,909,944 +1.2 1.3 456,852 404,630 1] | 
|New York, N. Y. . 47,250,907 $7,535,373 $6,481,608 1.6 -2.2 1,432,055 1,328,145 ri 
|Brooklyn, N.Y 3,168,929 2,823,787 2,901,740 —8.4 2.8 79,930 100,083 ae BE 

Norfolk, Va ; 7,653,982 8,299,000 8,684,496 + 13.5 + 4.6 275,520 244,482 1] 

Oakland, Cal. .. 6,489,636 7,110,663 7,446,682 + 15.1 5.0 250,612 220,250 12 'N 
}Oklahoma City, Okla 7,240,114 6,391,014 6,866,566 —5.2 7.4 164,738 185,528 - 

Omaha, Neb. 4,723,990 1,809,145 1.814.808 2.0 0.2 25,552 116,981 ’ CL, 
| Peoria, O11. 8,750,358 WY, 559,587 10,033,240 + 14.7 5.0 293,776 281,946 ’ Gen 
| Philadelphia, Pa 22,059,018 23,093,191 24,454,699 + 10.9 5.9 686,117 T33,944 
| Phoenix, Ariz , 5,890,108 6,487,656 7,046,928 + 19.6 8.6 196,490 169,652 *« 

Pittsburgh, Pa 16,270,534 16,936,948 17,508,428 +78 +34 179,906 468,146 - 
|} Portland, Ore 10,001,959 0,256,080 ¥,9S1L,129 0.2 + 7.8 238,742 239,904 AiR « 

Providence, R. I 9.562,906 0,361,501 4,455,548 1.1 + 1.0 287,347 266,716 — 

Reading, Pa. . 8,053,925 8,515,166 8,740,770 8.5 2.6 239,456 266,070 — 

Richmond, Va 10,239,494 10,340,988 10,172,372 0.7 1.6 277,186 290,178 ' 

tochester, N. Y 12,148,417 12,268,346 12,855,494 5.8 + 4.8 $344,155 375,060 4 

Rock Island-Moline, Ill. 6,742,782 6,754,988 7,178,958 6.5 6.3 167,230 179,772 

Rockford, Il 6.433.970 6,900,670 7,528,840 + 17.0 + 9.1 215,418 203,308 

Sacramento, Cal 6.705.062 6,576,181 6,911,348 + 3.1 ae | 185,430 197,764 \, f 

San Antonio, Tex DSDP2.557 6,131,755 7,081,477 21.8 + 15.5 204,246 250,486 -- 

‘San Diero, Cal 10,540,003 %.421,748 LO. 301,348 2.3 +o 244,482 S28,852 

San Francisco, Cal 12,814,699 12,142,557 12,302,553 41.0) 1.3 $60,471 336,420 0 4 

Seattle, Wash 9,294,822 9,545,702 10,212,444 9.9 7.0 281,022 286,720 - 

South Bend, Ind 1,257,307 1.242,669 5,003,491 17.5 15.2 152,249 157,775 

Spokane, Wash 361,376 5,195,446 5,107,278 4.7 1.7 150,864 141,946 

St. Louis, Mo 14,438,890 14,704,955 14,500,678 0.4 14 $09,330 421,168 

St Paul, Minn 8,742,179 8,545,744 S358 316 4.4 2.2 230,249 229,080) 

Syracuse, N. Y SOS1,915 6.032.765 7,572,924 11.3 25.5 243,423 197,83 

Tacoma, Wash. . 5,075,762 5,241,198 5,491,568 8.2 + 4.8 129,402 170,422 

Tampa, Fla. .. 5,3 6, 1NS8 926 6.312, 708 + 18.0 2.0 158,438 167,944 

Toronto, Ont., Can 12,882,522 12,018,610 12,821,685 0.5 6.7 291,808 201,264 
iTroy, N. Y¥ : 3.550.592 3.447.570 TRS.O80 67 +4 111.090 109,550 

Tulsa, Okla 7,241,586 7,602,552 7,835,787 8.2 1 217,084 208,068 

Washington, ID. C 26,199,826 27,642,094 2ZS,483,645 +8.7 3.0 892,910 852,612 

Youngstown, © 6,162,251 6.679.976 7.362.682 19.5 10.2 177.880 195,80 

Total S14,474,115 822,119,931 S52, 203,644 i 7 24,126,292 24,496.04 

1 Atlanta Georgian and Sunday American ceased i Commercial Appeal published 328-page 

publication Dee, 17, 1939 Figures not included in Issue Jan. 1, 1940, containing 428,848 line 
totals vertising 

2 Newsday launched Sept. 3, 1940 5 Syracuse Journal published 100th Annivers f 

: San Diego Sun suspended publication Nov. 25, 193% tion March 20, 1939, containing 216,027 line 


Published Consolidated 
Oct. 17 and 20, 1941 


Aircraft Dedication Edition vertising. 


Steuben to Ayles 
Steuben Glass, New York, has 
named Hartwell Ayles Advertising, 
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extensive campaign in newspapers 
and over additional radio stations. 


lava Soap Hits at 
New Markets in 
Newspaper Tests 


(Continued from Page 1) 


| 


| 


paign for the soap, confined to Bing- 
hamton—the first newspaper adver- 
tising ever used. At that time the 
product was billed as “the soap of 
1001 uses” and the test campaign 
featured a three-bar package, with 
the advice to keep a cake in the 
bathroom, kitchen and garage. 

P & G began the trading up proc- 
ess on Lava soap in the fall of 1933, 
when the traditional methods of 
promotion for the product were 
sidetracked in favor of a schedule 
of various sizes of fractional-page 
advertisements in women’s maga- 
zines, relating the soap’s merits as 
an all-around household soap. “As 
the urban, white-collar housewife 
was being addressed for the first 
time,’ ADVERTISING AGE _ reported, 
“Lava’s long and honorable past 
was ignored in the copy, the infer- 
ence given being that the product 
was new.” 

The newspaper test campaign 
consisted of combining as many as 
eight of the fractional-page maga- 


| 


ONE-CITY TEST 


/4T LAST-SOMETHING REALLY \ 
NEW IN CIGARETTES... 
oe bed - Te ee) 


ee Ne ae me er nr 
oe oe 


NT 


te! lala ty ammcntong aang ty man! 


NY of | 


| 
Using two Buffalo newspapers, Riggio 
Tobacco Corp. is testing this copy for 
a round, king-size Regent packed in the 
conventional cigaret package, as a run- 
ning mate for its present oval, flat- 
packed product. M. H. Hackett, 

handles the account. 


network to the tune of about $220,- 
000, and in the first four months of 
1941 $125,000 was spent in this me- 
dium. During these periods neither 
magazines nor farm papers were 
used for the product. 

One of the problems involved in 
trading the soap up the social scale 
is that of distribution. Lava has 
had national distribution for many 
years, but it has never had anything 


zine advertisements, deleting only 
the signatures, and tying the collec- 
tion together with full-width head- 
lines and signatures. At that time, 
advertisements of 1,500 and 1,250 
lines were used, in contrast to the 
present test, in which full pages 
shout the story. 

Shortly after this “trading up” 
process was begun in magazines and 
tested in newspapers, Lava soap 
went into daytime radio, a medium 
which P & G began to use heavily, 


principally as a result of its out- | 
standing success with the Ma Per- | 


kins program for Oxydol. It has 
been in radio ever since, in latter 
years almost exclusively. In 1940 
Lava was promoted on an NBC Red 


The KKKKK 


BELLEVUE, one of the few 
famous Hotels in AMERICA 


... became famous through 
its unsurpassed facilities, 
its superb food, the un- 
varying graciousness of 
its service and its vigilant 
management. And you will 
also appreciate its rea- 
sonable rates. 


BELLEVUE-STRATFORD 


IN PHILADELPHIA 


£ 


CLAUDE H. BENNETT 
General Maneger 
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AIR-CONDITIONED RESTAURANTS 
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LOCATED 


M 
NDMARKS 
of Southern Friendliness 


¥ The ANSLEY + ATLANTA, GA. 

* The TUTWILER © BIRMINGHAM, ALA. 

* The ANDREW JACKSON + NASHVILLE, TENN. 
* The 0. HENRY © GREENSBORO, N. C. 


% The JEFFERSON DAVIS * MONTGOMERY, ALA. | 


& The SAVANNAH © SAVANNAH, GA. 
® The ST. CHARLES + New ORLEANS, LA. 


The Dinkler Hotels are modern 
in every respect and are con- 
Yeniently located on the prin- 
highways 


cipal in the South. 


OINKLER HOTELS 


CARLING OINKLER, PRES.& GEN.MGA. 


{000 ROOMS in SOUTHERN HOTELS 


approaching universal distribution. 
|In keeping with its character as a 
| working man’s soap, it has had good 
| distribution in working class neigh- 
| borhoods, but little or no distribu- 
| tion in white collar neighborhoods. 

Lava got its name originally from 
the liberal use which it made of 
pumice—the burned out cooled lava 
|from voleanic regions, but its ingre- 


verized so finely in recent years 
that except for its color and name, 


to scraping half his epidermis off on 
the sandpaper-like product a couple 
of decades ago, might have consid- 
erable difficulty in recognizing the 
soap. 


TEST REGENT CIGARETS 
IN STANDARD PACKAGE 

New York, Oct. 21.—With promo- 
tional emphasis during the past 
two years concentrated on Regent 
cigarets’ king size, oval shape and 
crush-proof box, Riggio Tobacco 
Corporation has started a test cam- 
paign in Buffalo newspapers offer- 


Inc., | 


dients have been refined and pul- | 


an old-timer who was accustomed | 


Erik Lindhardt, president of the 
company, said the soap is manufac- 
tured by a new method which has 
proved highly successful. Chem- 
ists and production men, headed by 
F. E. Joyce, perfected the process 
after a year’s work. A distinctive 
| characteristic of Linal, according to 
Chicago, Oct. 23.—Depending on} Mr. Lindhardt, is that it contains a 
a lot of goodwill and brief, pithy | hand lotion ingredient to protect! 
statements about its beer to push | the skin. 


| Initial advertising for Linal was 
sales of the product, Blatz Brewing BERS SUVETTSNE OT Lanes Wel 
+ launched in the Des Moines Regis- 


the Buffalo News and once a week 
in the Courier-Express. Both pack- 
ages contain 20 cigarets. M. H. 
Hackett, Inc., is the agency. 


BLATZ PUSHES BEER 
WITH FOOTBALL COLUMN 


Company, Milwaukee, has started |“ ads ih gues tae 
to capitalize on the interest in col-|'@7 and Tribune and over Towa 
legiate football Broadcasting Company _ stations. 


Son de Regger & Brown, Inc., Des 


with a weekl 
y Moines agency, handles the account. 


full column in 
the Chicago 
Tribune for the 
gridiron fans. 
So far as is 
known, the idea 
of carrying a 
copyrighted 
column on sali- 
ent football 
facts each week 


Musicians End 
Strike, Return to 
NBC, CBS Shows 


New York, Oct. 22.—Musicians 
returned to sustaining programs on 
the NBC and CBS networks last | 
weekend after a strike called by the 


| 


* Shee. - 


f 
Pacts... 


ue 


Minnesota at Michigan 


er mance te Date 


has not been 

| tried before by American Federation of Musicians 
lany other ad- had affected operations in a num- 
| vertiser. Con- | ber of key stations. The contro-| 
‘sumer reaction “t+ ered sews ve serve mes | Versy was settled at a meeting 
to the novel . | between union officials and repre- 


sentatives of H. J. Brennen, man- 
ager of Stations WJAS, CBS affili- 
ate where the strike originated, and 


|“Blatz Football 
| Facts” is being 
| watched closely 


iby the com- °. , . | KQV, NBC outlet, both in Pitts- | 
pany and its sy SS PR ER, | burgh. 
agency, Henri, “* ’**" F eeemertaas During the three-day strike, mu- 


“1 gon haven't tried Blats 
Pilecner. wou ere missing the 
bent bet of ol” 

. 


_sicians were called out of CBS sta- 

tions in New York, Chicago and | 
Los Angeles, and NBC outlets in| 
Chicago, San Francisco, Hollywood | 
|}and finally New York for a brief | 
'time before the settlement was | 
announced. 


Hurst & Mc- 
Donald, Chi- 
cago. It is said, however, that there 
will be no extension of the new 
column this season. Reprints sup- 
plied to taverns are being promi- 
nently displayed. 

Only selling efforts in the copy, 
besides the column headline and 
an illustration of a Blatz Pilsener 


Newport News Papers 


bottle at the bottom, are briet| Advance Ad Rates 

| quotes between the blocks of sta- The Daily Press and Times-Her- 
tistical matter which advise, for | aid, eee — ~Va., — 
instance, that “The play that never |®@vanced their advertising rates, 
fails is to serve Blatz Pilsener.” effective Dec. 1, 1941, to 11 cents 
| Facts supplied about the teams | per agate line. The rate was pre- 


| viously nine cents per line. 


engaged in each week’s leading grid 
battles include scores to date and 
past performance statistics which 
help the fans dope the probable 
winners, 

The series, launched Oct. 11, is 
to be continued in the Tribune each 
Thursday until the season ends. 
Both the Chicago and Wisconsin 
editions carry the feature. 


TEST NEW SOAP, LINAL, 
IN DES MOINES MARKET 


Taylor S. Castell, formerly office 
manager of Kenyon Research Cor- 
poration, New York, has_ been 
named manager in charge of all 
| office and field activities. 


Ad Art at Kuh Gallery 


An exhibit of advertising art is 
| being held at the Katharine Kuh 
Gallery, 540 N. Michigan avenue, 


End 10-Day 
Strike of N. Y. 


| LaGuardia’s intervention. 
| which will be 


| Telegram agreed to allow dealers 


Atlanta. 


Expands Research Duties’ 


| ing the brand in a standard cigaret Des Moines, Ia., Oct. 22.—Na- 
package and round shape. The king| tional By - Products, Inc., has | 
| size remains unchanged. initiated advertising of its new 

Heralding “something really new! granulated soap, Linal, in Des 


—one blend, two cigarets,” 790-line | Moines and following this test cam- 
copy is appearing twice weekly in| paign on its home ground plans an 


THE ZENGER FUND 


The John Peter Zenger Memorial Fund for the 
erection of a Memorial Shrine to the Bill of Rights 
and 


Freedom of the Press 


to be erected on the Historic Green of Old St. Paul's 
Church, Eastchester, New York, has been approved 
and sponsored by many newspaper associations. 


YOUR CONTRIBUTION 
IS RESPECTFULLY SOLICITED 


Please send your check to The Zenger 
Memorial Fund, Old Times Building, 
1475 Broadway, New York City, and 
greatly oblige the Members of the Press 
Commission, 


| Chicago. 


Newsdealers 


New York, Oct. 21.—The eight 
New York newspapers affected by 
a 10-day strike of an estimated 


2,000 newsdealers were back on the 
stands this afternoon following an 
agreement brought about by Mayor 

Pending a formal settlement, 
discussed later this 
week, the Post, Sun and World- 
$2 a hundred on returns, instead of 
the $1.50 which set off the strike. 


Named by Haire 

Haire Publishing Company, New 
York, has named H. F. Cogill as 
Southern representative, with offices 
at 1722 Rhodes - Haverty  bldg., 


Broker Names Agency 

Hirsch Lilienthal & Co., New 
York, investment broker, has ap- 
pointed Hixson-O’Donnell Adver- 
tising, New York, as agency. 


PRINTING 


AITHORN service is 
CH comptere — Ad- Setting, 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


& 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 


AComplete Day and Night Service for 
Advertisers and Advertising Agencies 


| 
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@ It was a beautiful stone, if you like 
the kind of “‘ice’’ that sells by the carat instead of the pound. Its proud 
owner had visions of wealth beyond his dreams. Then the diamond 
expert shattered them all by announcing the discovery of a flaw. It 
was not large enough to bother us, but to the expert it was as obvious 
as a crevasse in a glacier. To him it meant the difference between 


a diamond of great value and, as he said so contemptuously, “junk.” 


@ Engravings, too, must meet the high critical standards of demanding 
buyers. A flawless reproduction of the artist’s copy adds the final touch 
of quality that means distinctive and effective advertising. Advertisers 
and advertising agencies that buy engravings as carefully as if they 
were diamonds, send their copy to us from points as far away as Oregon 
and New York. When, as diamond experts would say, you want engrav- 


ings “of the first water,” order from CM&H. Our price? The same to all. 
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OF THE WEEK 


HEINZ TIES IN MEAT WITH CONDIMENTS 


MEAT 


bebe. goa 


Aeepe fit f 


Tying in with the national meat campaign of the American Meat Institute, 

(Advertising Age, Oct. 13), the H. J. Heinz Co. is distributing merchandising 

racks similar to this one to its dealers. The rack displays the Heinz line of seven 

zondiments, and is equipped with eight different full-color meat illustrations which 

are linked with current AMI ads. Meat also is featured in the new series of 

Heinz magazine advertisements. Sales and merchandising tips are provided on 
the backs of the cards. 


AT HELM OF PORTLAND AD CLUB 


Newly-elected officers of the Advertising Federation of Portland, Ore., for 1941-42 
include (left to right) John W. Davis, secretary-treasurer of Ramsey Signs, Inc., 
vice-president; Arlyn E. Cole, executive vice-president of Mac Wilkins & Cole, 
Portland advertising agency, president; and H. B. Robinson, vice-president of 
Robinson-Morris Engraving Co., secretary-treasurer. 


THE FINISHED PRODUCT LOOKS EASY 
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’ . and lots of it, went into this November magazine message of the 


men Company, Newark, as H. M. Kiesewetter Advertising Agency invaded 
by, hocpital nursery for an authentic background in the illustration. The 
Weday-oid baby provided plenty of trouble, but the right photo was obtained 
at last. (Story on Page 18.) 


PHOTOGRAPHIC REVIEW 


SLOGAN GETS 'EM 


REET EL 


Spot broadcasts of the slogan “Atlas 
Prager, got it? Atlas Prager, get it!" 
on Chicago stations proved so popular 
that the Atlas Brewing Co. commissioned 
Magill-Weinsheimer Co. to create this 
window display. The same theme is 
being used on 24-sheet posters. 


REEVES TAKES POST 


Raymond Reeves, Jr., (at right) with 
Secretary of Commerce Jesse Jones 
after completing intensive study of gov- 
ernment agencies, problems and oppor- 
tunities for business prior to taking a 
new post as regional business consultant 
in the department's San Francisco office 
Oct. 27. Mr. Reeves previously was 
Pacific Coast research director for J. 
Walter Thompson Co. 


FLAVORFUL 


Proclaimed “this season's sweetest gift,” 

the books in this display lithographed 

by Forbes Lithograph Co., Boston, really 

contain 12 packages of Life Savers, each 

a different kind. Life Savers Corp., Port 

Chester, N. Y., will market them with 
the price plainly displayed. 


VACUUM-PACKED 


A new vacuum-packed can, with natural 
color label, builds interest in the product 
of the R. E. Funsten Co., St. Louis. Re- 
tail grocers like the idea of displaying 
always-fresh pecans in such containers. 
Hoelke-Martine Advertising Agency, St. 
Louis, handles the Funsten account. 


NEW NOTE IN GOOD-WILL BUILDING 
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Putting aside product merchandising in this campaign opener, Revlon Products 

Corp., New York, points up the value of feminine morale during these war-torn 

days and praises America’s beauty salons for their part in helping women main- 

tain their beauty. The institutional drive starts next month in Harper's Bazaar. 
Abbott Kimball Co., is the agency. (Story on Page 32.) 


AN OLD MOTIF; A NEW PLEA 


GET RIGHT SIZE G-E MAZDA LAM PS 704 


Artist J. Walter Wilkinson produced this poster to be used next month by 

General Electric Co., giving a new twist to the holiday theme on behalf of 

G. E. Mazda lamps. McCandlish Lithograph Corp. was the lithographer. Foster 
& Davies, Inc., is the agency. 


TENTH DISTRICT NAB HEARS NEVILLE MILLER 


At the speakers’ table at a luncheon in connection with the Tenth District, 

National Association of Broadcasters, meeting Oct. 15-16 in Omaha were (left 

to right) Judge Rainey T. Wells, general counsel, Woodmen of the World Life 

Insurance Co.; Neville Miller, president of the NAB; John Gillin, Jr., general 

manager of WOW and director of District Ten; and Coe Buchanan, president, 
Buchanan Thomas Advertising Agency, Omaha. 


A BAG — OF 6 BOTTLES 


The Days Best Bag — 
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The day's catch is neglected, temporarily, as these hunters enjoy the refreshment 

of Stag, the extra dry pilsener of Griesedieck Western Brewing Co., Belleville, Ill. 

The 24-sheets, now going up, will appear throughout the 12 Central and Southwest 
states. Gardner Advertising Co., St. Louis, is the agency. 
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“Well, What Did We 
Forget This Trip?” 


More Remarks About the Eager Mind 
of More than Ordinary Interest to 


‘THE BUSINESS EXECUTIVE 


HREE weeks ago we had something to say on 

the subject of the eager mind. But not 
enough. This interpretive report to business 
executives adds on. 


Here in the City-That-Flourished-Beside-The- 
Great-Lake, here in Mid-America, there has grown 
up a unique institution. For brevity we shall 
refer to it as the C.D.N.T.C., which is alpha- 
betical for The Chicago Daily News Travel Club. 


The C.D.N.T.C, is the only one of its kind in 
the United States. Founded in 1934, it now has 
a membership enrollment of 35,000. 


Active members? 
Sir, you have no idea how active! 


For example, each year during the winter 
months, The Daily News presents two travel 
shows exclusively for C.D.N.T.C. members. In- 
variably within 48 hours after a single announce- 
ment 3500 tickets—full capacity of the auditor- 
ium—are all snapped up. 


Response! Response of eager minds! 


AND OH, OH, WHEN 
APRIL COMES! 


OR another instance then comes April and 
the Annual Travel Exposition, open to the 
general public. 


First, oldest and biggest Exposition of its kind 
in America. 


Entire project sponsored and promoted by 


The Daily News. 


Exhibitors selected by invitation only. 
Admission: 25 cents. 
Attendance, 5 days 1941: 40,000. 


Attendance! Attendance of eager minds! 


LURE OF THE NEXT 
ADVENTURE 


ND again to illustrate and demonstrate, the 

travel columns of The Chicago Daily News 
are edited by Lucia Lewis, world-traveler her- 
self. These columns are rich in articles con- 
tributed by members of The Daily News general 
reporting staff, one of the most traveled—and 
traveling—group of writers in the history of 
journalism, 


Naturally such authentic, exceptional travel 
reporting attracts an exceptional following. A 
following that makes itself known every minute, 


every hour of every working day at The Daily 
News Travel Bureau. 


The Daily News Travel Bureau is a non-profit 
service created for the single purpose of giving 
the traveler prompt and responsible help. By 
phone, by mail, by personal call, the inquiries 
come—so many and so unceasing that a specially 
trained group of 12 experts is required to meet 
the demand for information and reservations. 


Inquiry! The inquiry of eager minds! 


THREE PARAGRAPHS 
IN PARTING 


HE evidence is conclusive that so far as 

Chicagoans go the readers of The Daily 
News are first in bag-stuffing, first in the ticket- 
rush and first in the heart of the travel adver- 
tisers. In 1940 The Chicago Daily News pub- 
lished more travel advertising than any other daily 
newspaper in the United States.* 


What's new, what's good in your business that 
you yourself are eager for the public to discover 
and desire? Tell it first to the eager minds, for 
they will be quickest to respond. 


The readers of The Chicago Daily News possess 
the eagerness to buy, the means to buy and the 
need to buy to maintain their superior standard 
of living. 


*Source: Media Records, Inc. 


‘THE CHICAGO DAILY NEWS 


The Newspaper of First Importance 


In the Important Chicago Market 


with a Home Circulation of 465,000 


- « « more than 1,250,000 Readers 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO @© NEW YORK OFFICE: 9 Rockefeller Plaza 
° 


DETROIT OFFICE: 7-218 General Motors Building 


SAN FRANCISCO OFFICE: Hobart Building 
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